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| 24 GRASS HOOK—the one with offset 
gage handle, saves knuckles, made of SIL- 
VER STEEL and holds edge, a big 
seller; prompt shipment guaranteed. 


SILVER 
STEEL 


Expert Carpenters Prefer 
Atkins Silver Steel Saws 
Because They Are The 
Best Value for the Money 


Atkins “SILVER STEEL” Saws 
and Tools are the best that skill and 
brains can produce. They possess 
the QUALITY that pays every job- 
ber and dealer a profit. 


A PERFECT SAW 
FOR EVERY PURPOSE 


Be prepared to cash in on the adver- 
tising we are doing in general maga- 
zines, reaching millions of consum- 
ers every month. This means there 
is a big demand for Atkins SILVER 
STEEL Saws, Saw Tools, Saw 
Specialties, Hack Saw Blades, Files, 
Trowels, and, in fact, the complete 
Atkins line. 


Send for Atkins 
Latest Catalog and 
Stock This Great Line 


ef Co. 


IANAPOLIS, IND. 





No. 401—tThe finest saw in the world, bar 
none, straight back, light ship pattern, or 
regular width, light weight, mirror polish, 
fitted with the Atkins Improved Perfection 
Handle. 





No. 53—A popular price saw, Damaskeen 
polish, skew back, light ship pattern or 
regular width, equipped with Atkins Im- 
proved Perfection Handle, prevents wrist 
strain. 





NEST OF SAWS—No carpenter's kit is 
complete without them; a very useful as- 
sortment ; stock a few and make more saw 
sales. 


ATKINS TROWEL No. 3—‘‘See the 
hump,’’ preferred by plasterers because it 
is the best value for the money. 
>) oS ’ uy/ 
402 SOUTH IN 


\ 





ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and. Factory, INDIANAPOLIS, IND. 
Canadian Factory, Hamilton, Ontario 
Machine Knife Factory, Lancaster, N. Y. 
Branches Carrying Complete Stocks in the Following Cities: 


Atlanta San Francisco 


Memphis Seattle 
Ch Paris, France 


New Orleans 

New York City 
jicago Portland, Ore. 

Minneapolis 





No. 65—Here is a dandy saw for expert 
carpenters. Straight back, light ship pat- 
tern, or regular width, equipped with Im- 
proved Perfection Handle. 





Vancouver, B. C. 


No. 51—Skew back, light ship pattern or 
regular width ; old time carpenters like this 
wonderful saw; block style handle. 


HACK SAW FRAME No. 10—Hard 
rubber handle; fits the ‘largest: hand ;: cold 
rolled nickeled and polished frame; adjust- 
able; getea few for your best trade. 


ATKINS - SILVER 
= nase m usa- STEEL 


= — 

THE NEW “SILVER STEEL” HACK 
SAW BLADE has taken first place in 
the sale of blades; get our silent salesman 
display free with a small order. 


| a |——— 


FILES, the “SILVER STEEL’’ Brand, 
takes its place at the head of the list. 
There are none better. Ask for file chart— 
free. 
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C. D. Eno of 
leading Toledo 


supply company 
says Greenfield 
advertising 

stresses worth- 
while message 
to wholesalers 


For two years Greenfield advertising has said “Con- 
centrated Buying Pays—it will save time interviewing 
salesmen—save checking time—save pricing time—save 
transportation charges”. These are facts which are of 
importance to executives who want bigger and better 


black figures on the balance sheet. 


In a recent letter to Greenfield, Mr. C. D. Eno, 
president of a leading Toledo jobbing house, Eno Supply 
Company, had this to say about the value of Green- 


field advertising: 


“|... 1 want to compliment your company on the 
sound constructive job you are doing in your publicity 
by putting over the thought ‘Concentrated Buying 
Pays’. I know in our business we find the economies 
from this policy are considerable.” 












GREENFIELD. 
New York: 15 Warren St. 




















SOUND 
POLICY 





Mam 3621 


ENO SUPPLY COMPANY 
METAL-CUTTING TOOLS 


1619.21 VERMONT AVE. 


TOLEDO, Oun10 
April 27, 1929. 


Mr. W.B. DuMont, 
% Greenfield Tap & Die Corp., 
Greenfield, Mass. 


Dear Mr. DuMont :- 


2 Please send us with our next freight 
shipment 150 copies of the new Greenfield Catalog #29. 
The quantity originally sent has been distributed and 
we feel that we can place the additional quantity ad- 
vantageously. 

While on the subject of advertising, 

I want to compliment yow company on the sound, constructive 
job you are doing in your publicity by putting over the 
thought "Concentrated Buying Pays". I know in our own 
business we find the economies from this policy are 
considerable. 


Yours very truly, 
ENO SUPPLY COMPANY 


CDE:MET ‘£ gen 











More and more the leaders in the mill supply trade and 
the hardware jobbing trade are concentrating their small 
tool purchases with Greenfield. They secure many 
benefits—quality-known products, actual money savings 
in transportation charges, important cooperation in the 
form of technical assistance for their customers, and the 


added push of an outstanding advertising campaign. 


Send today for a copy of the new Greenfield catalog 
No. 29. In it you will find a complete listing of screw 
plates, taps, dies, drills, reamers and gages. Figure the 
advantages of buying all these items from one reliable 


source of supply. 





AP AND DIE 
ATION 








Chicago: 611 W. Washington Blvd. 


MASS., U.S.A, 
Detroit: 228 Congress St., W. 


Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario 


—_— 


H.A., Tulv 4, 1929 
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Only AMES SHOVELS have the 
| R-MOR-D 
handle 
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MORE 


AMES 
SHOVELS 


are USED than any other kind 


The complete *All Star” Ames line includes the 
genuine O. Ames Four Star, the Ames 3 Star 
and the Ames 2 Star to meet every need. You 
will profit best if you “look for the stars” on 
every shovel you buy. 














Oo een cae: cers 





AMES SHOVEL AND TOOL COMPANY 
NORTH EASTON «<> MASSACHUSETTS 
ST. LOUIS, MISSOURI - - . ANDERSON, INDIANA 


3058 
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With the 
new red handle 
and the same old 
trademark... 
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You can pick out a genuine Walworth 
Master Stillson from a whole pile of others 
by its bright red handle. 


You can further satisfy yourself that it’s 
the real thin ng by the little old diamond with 
the word STILLSON drop forged on the 


top jaw. 


And when your men get to working with 


The Walworth Master Stillson 
with steel or wood handles in 6, 
8, 10 and 14-inch sizes and with 
steel handles only in 18, 24, 36 
and 48-inch sizes. 


the Master Stillson, they will quickly sense 
its greater strength in the way its harder 
teeth and heat-toughened jaw and bar 
stand up under the strain of doing the day’s 


work. 


WALWORTH 


Walworth Company, General Sales Offices: 51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, IIl.; Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., 11 Broadway, New York, Foreign Representative 
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What's in a name ?— 
PROFITS, if its 
ARMSTRONG 





There are names that make money for hardware dealers. The name, ARMSTRONG, is an outstand- 
ing example, for it has been associated with fine tools for over 37 years. Among tool users it is out- 
standing—for ARMSTRONG Tool Holders are used in over 96% of the tool rooms and machine 
shops. ARMSTRONG Wrenches are found everywhere. They are preferred because of their more per- 
fect designs, better balance — because they are stronger and will not break or spread. 
ARMSTRONG BROS. Pipe Tools became instantly popular for they established new standards of 
excellence for pipe tools. Each is an improved pipe tool designed after exhaustive tests of all makes 


and types. 


ARMSTRONG Wherever the ARMSTRONG name and Trade Mark are prominently 
Tools are wide- displayed, tool buyers come and buy with confidence for experience 
ly advertised. has taught them that the name ARMSTRONG coupled with the 


ai a ie Arm-and-Hammer mark is certain proof of highest quality. 


nished — coun- 


a ARMSTRONG BROS. TOOL CO. 


stock boards, 


direct mail “The Tool Holder People” 
— 314 N. Francisco Ave. CHICAGO, U. S. A. 


Bd 
A ? TRADE MARK REG.IN U.S PAT. OFFICE 


ARMSTRONG ARMSTRONG BROS. 











Leona —" oe ——] Wrenches — a — —_ eg 
pa atchet Dri , ain Pipe Tongs nain Pipe Vises 
C” Clamps High Speed Steel Bits Write today for All Steel Pipe Wrenches Hinged Vises 


Catalog B-27 
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\ \. Have Proved ‘That the Consumer 
Is Willing to Buy Quality Tools, 


... that he is ready to pay a fair price for value and service,” 
says Fayette R. Plumb, Preszdent, Fayette R. Plumb, Inc. 


E have held steadfast to 
the belief that the future 
success of the independ- 


ent hardware retailer lay in trading 
up on a service, quality and economy 
basis. 

During the flurry of price com- 
petition when many dealers were 
trying to beat the chain stores and 
catalog houses at their own game, 
we have never wavered from the 
policy of marketing quality tools 
which gave the retailer the profit to 
which he was entitled,—and of pro- 
tecting that profit by our refusal to 
sell catalog houses or chain stores. 

We have consistently stated that 
customers can be sold high-grade, 
profit-bearing tools, just as they can 
be sold the better article in every other necessity or lux- 
ury in life. 

And we have proved our case... 

Six months ago we offered the trade the Plumb “Trad- 
ing-Up” Unit,—a Unit designed to trade up the dealer’s 
hammer business. It contained one dozen nail hammers, 
assorted in four price ranges—from 75c to $2.00. 

A counter display 
showed a hammer of each 
price, side by side,—where 
price and value could be 
compared by the customer. 

We believed that sales 
would go to the better 
grade of hammers,—that 
tool users would uncon- 
sciously trade up when 
given an opportunity to 
compare. Many hardware 
men did not agree. 

But even we were not 
prepared for the astound- 
ing results! A check upon 
our repeat orders to refill 





The Hardware Store Slogan 
.. More Than Price-tag’ Value” 


Read this statement by Fayette R. Plemb 








fran), Sassi 


This poster, stating Plumb’s sales pol- 
icy, and boosting the independent mer- 
chant, has been distributed nationally. 











Fayette R. Plumb 


these displays shows that the sale 
for hammers at $1.50 and $2.00 has 
doubled. The sale of the 75c ham- 
mer fell off, showing the shift to the 
more profitable items. 

It has proved that the customer is 
willing to buy quality tools. It has 
proved that the merchant, with in- 
telligent sales aid and protection 
from the manufacturer, can beat the 
chain stores, on a quality basis, in- 
stead of attempting to meet them in 
a profitless price war. 

We feel that this is our fight as 
well as yours. Our responsibility 
does not end with the making and 
advertising of quality tools. Nor 
does Plumb stop there. We have re- 
peatedly stated, and we restate here: 

We do not sell Plumb Tools or any other tools to 
catalog houses or chain stores. 

We have inaugurated a widespread campaign showing 
the public why it pays to buy 
from you; telling of the service 

. the “more than ‘price tag’ 
value” that you give. The poster 
shown is a sample of this educa- 
tional work. It was distributed 
nationally. 

We are constantly developing 
special sales helps . . . compact 
unit packages containing timely The Plumb “Trading Up” Unit 


. ‘ enables the customer to com- 
display material and counter fix- pare prices and value. It in- 


tures, which beat chain store preb-Seorine hems. “Get it 
o. from your jobber,—Price 
competition. $10.00. Sells for $15.00. 

We have just developed a new unit package to stimu- 
late your sales in the dull summer months. This is de- 
scribed in detail on the facing page. 

Build along quality lines. That is where your profit 
lies. Let the mass distributors battle each other over 
price competition. 

Co-operate with those manufacturers who are helping 
you build a profitable and enduring business. 
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gain PLUMB co-operates 
with the Independent Merchant 


Scout Display Unit No. 2 


All Display Helps FREE 


to boost his sales 


Here is an idea that will bring you the 
neighborhood trade on Tools, Camp- 
ing Needs and Outdoor Equipment 


SPORTING and Camping Window, trimmed 

in co-operation with your local Boy Scout 

Troop. Plumb will furnish you, free, the dis- 
play material you need to trim it. 


Get in touch with your local Scout Master. 
Ask him to lend you the examples of scoutcraft 
and curios which his troop has collected. He 
will be glad to get this publicity for his troop, 
and his Scouts will arrange the exhibit if you 
wish. Use this as the centre of your window. 


Then put up the poster which Plumb sup- 
plies, filling in the number of your Local Troop. 
Display a Plumb Scout Axe on the easel stand, 
and placeseveral other Plumb Scout Axesaround. 


Put up the Scout Axe sign. Give a prominent 
place to the sample copy of The Axe Manual. 
of Peter McLaren, with the price card close by. 


Add to the window—seout knives, flashlights, 
fishing tackle and any other scouting or out- 
door goods. : 


There you have a selling window, with local 
interest, attention value, and every other fea- 
ture that creates sales. The Scout movement is 
so popular that you will get the interest of every 
boy and the good-will and trade of the parents. 


Act now: Order Plumb’s Scout Display Unit 
No. 2 from your jobber. It contains six Plumb 
Official Scout Axes, with Leather Sheaths, at 
regular price, and FREE—one large poster; 
one easel stand; one display card; one copy of 
Peter McLaren’s 84-page Manual with price card. 











This window trimmed in cooperation 


Boy Scouts of America 


EXAMPLES OF SCOUTCRAFT 





with the 


PLUMB 








Here is a miniature of the 
colorful poster for your win- 
dow background. All you do 
is fill in the number of the 
Scout Troop which lends you 
their exhibit of Scout curios. 








| Official 
PLUMB | 


SCOUT AXE 








This colorful easel card 
holds an actual Scout 
Axe in a striking action 
pose. Use in your Scout 
window or on your store 
counter. 















Six Plumb Official 
Scout Axes, with 
Leather Sheaths. The 
fastest-selling edge 
tool. Sell .it now to 
Scouts, Campers, Mo- 
torists. 


Another display card show- 
ing an attractive camping Every Scout 
$ 


scene, for your Scout houla have 
window. this Manual 


g9) 











A free copy of The Axe 
Manual of Peter McLaren, 
America’s Champion Chop- 
per, with price card, for 
your window. Every Scout 
will want one. You make 
a good profit on every 
book you sell. 







All in one compact Unit 


Dealer Pays... $7.25 
Dealer sells for $11.05 


MAIL THE COUPON 





ee F. R. PLUMB, Inc., Phila., U. S. A. “d 
| Send me, through the jobber named below, one Plumb Scout | 
P Display Unit No. 2. Price, $7.25. All Display Helps free. 
Name | 
DOUBLE LIFE 
| Address 





Hammers Ratchets 


Files Sledges Axes Jobber 
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sary Two Stores With 


NOW READY FOR 
DISTRIBUTION 


It’s complete... It’s 
full of informa- 
tion... It will 

help you to 

sell more 


tools .. 
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| Similar Makes of Took 


Why do mechanics congregate in one 





. ... and neglect the other 


_ problem had attracted the attention of the W. ROSE 
organization for a hundred and thirty years. 


Thousands of skilled men were questioned as to the reasons for 
their preferences. Hundreds of stores had been studied to satisfy 
the curiosity of a manufacturer who follows his tools from 
ocean to ocean, from pine to palm. 


The new W. ROSE BOOK OF TOOLS 
now ready contains the conclusions on the 
subject. 

It is more than a catalog. 


Its answer to the question is not bronze or plate glass, high 
priced location, or costly service. 


In pages 1, 2, 3, 15, 27, 28, 30, 31, you are not tempted to invest 
capital but are clearly shown methods by which leaders have 
reaped success without additional outlay. 


The material on page 15 alone will make it worth your while to 
have sent for the W. ROSE BOOK OF TOOLS. 


It is to be had for the asking. 


W. ROSE & BROS. 


GEORGE K. GOODWIN, Owner 


o 
SHARON HILL, PA Ome 
cu we 
Of 
¢ 
NEW YORK TERRITORY SOUTHERN TERRITORY Oo NP 
Henricks & Howell, 41 Murray St., New York City A. H. Deveney Company, 1505 ain Nat’l Bank Bldg., PS a Ro 
A 
NEW ENGLAND TERRITORY CHICAGO TERRITORY of o ° PRs 
Wiebusch & Hilger, Ltd., 110 Lafayette St., Clarente EB. Bullock, Inc., N. Wacker Drive, % o& @ 
New York City as” “y rg Ps 
j . > 0 
CANADA WESTERN TERRITORY PP & - xs 
Geo. B. Fraser, 39 Tyndall Ave., Toronto, Canada J. B. Lippincott Company, Sheldon Bldg., Py fe) 9 
San Francisco, Calif.  } fe x 
o “a: 4 


TOOLS Endure ~*~ 
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DOES KELLY QUALITY. 
SEND THEM THERE | 


It certainly does because there is a marked preference 
for KELLY Tools. Here’s proof! The 18 KELLY 
factories (now consolidated), covering more than 100 
acres, with a daily capacity of over 48,000 finished tools, 
is the answer from the largest manufacturer of Axes, 
Hatchets, Hammers, Scythes and kindred tools in the 
United States. Our job is to maintain the Quality in 
KELLY products in order to keep up the Demand 
already created. 


Hardware Dealers find ADVANTAGE, PROFIT and 
SATISFACTION in selling Kelly Brands—AXES, 
HAMMERS, HATCHETS, SCYTHES, GRASS 
HOOKS, ETC. 


When a man receives unusual service from a tool he 
REMEMBERS WHERE HE BOUGHT IT and just 
naturally HE TELLS HIS NEIGHBOR. 


Concentrate on Kelly Brands; the tools which MAKE 
PERMANENT CUSTOMERS; the tools that your 
CUSTOMERS help YOU to sell. 


REPUTATION and sustained uniform QUALITY 
SELLS THEM. The Kelly line is SUCCESSFUL. 
Every item fills a definite need. 





When you stock Kelly brands, you KNOW—and your 
customers soon find out—that you have THE BEST. 
Most Jobbers carry Kelly Axes and Tools 
Any Jobber can supply them. 


TOOL CO. 


W. VA., U.S.A. 
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Starrett 
Micrometer 








Starrett Hacksaw 
Frame No. 169 


Starrett . a 
Micrometer 
No. 436 
No.530Steel Tape 
in handsome 
black imitation 


leather case. Ex- 
ceedingly moder- 
ate in price. 








No, 450 Folding 
SteelRule,spring- 








tempered, with Ls Dy. > suceer Dy AA id 
raised figures and 

double lock- Starrett No. 132 Bench Level with 
joints. Double Plumbs. 


See that your customers see your 
Starrett Tools 


Displaying Starrett 

Tools is one of the 

best ways to teach 

"= your most valuable 

cS) sunmnaa CUStomers, the ex- 
pert tool users. 












Starrett 
Transit 
No. 99 











Starrett Stainless 
Steel Tape No. 520 Fe 





Starrett Vernier Cal- 153 


ipers No. 122 









Starrett 
Dividers 
No. 92 


Make yourself 
known as THE 
Starrett Dealer. 


THE L. S. STARRETT CO. 


~ Starrett Combination % 
Tool No. 439 AA 





Starrett Combination Starrett Uni- World’s Greatest Toolmakers 
Square No 11 versal Sur- Manufacturers of Hacksaws Unexcelled 
face Gage Steel Tapes—Standard for Accuracy 
No. 257 ATHOL, MASS., U.S. A. 


Starrett Universal Dial 
Test Indicator No. 196 
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Osborn Blue Handle Bottle 
Brush No. 1206. Revolving 
Handle permits cranking motion 
after brush has been inserted 


in bottle tumbler, vase or jar. 


a er a me 














Are You Ready for Action: ? 


Sell the Blue Handle Line 





Osborn Blue Handle Vege- 
table Brush No. 1205. An 
improved brush for washing, 
scrubbing and cleaning vege 
tables, fruits or pots and pans. 









p>———o 

















Osborn Blue Handle Pan 
Greasing Brush No. 1208. 
Sanitary and convenient 
for greasing baking tins 
and cooking utensils. 


The Complete Blue Handle Line 
Number 
1200 Improved Sanitary Brush 
1201 Cloth Brush 
1202 Improved Wall Brush 
Osborn Blue Handle Dish ime he nag Floor Dust Mop 
Mob No. 1212. Co A 1204 Split Duster 
op No. » Convenient 1205 Improved Vegetable Brush 
and efficient, it is especially 1206 Bottle Brush 
desirable as it keeps the 1207 Improved Radiator Brush 
‘ 1208 Pan Greasing Brush 
hands out of dishwater. iano. Paveclaros Bush 
1210 Refrigerator Brush 
1211 Improved Dust Pan Brush 
1212 Dish Mop 
—_ e) 1213 Bath Brush [large) 
1214 Bath Brush [small} 
Osborn Blue Handle Per- 1215 Skirt Brush 
colator Brush No. 1209 1216 Nail Brush {medium} 
Useful for cleaning spouts 1217 Nail Brush (stiff) 


and percolator tubes. 


THE OSBORN MANUFACTURING COMPANY 




















SBORN Blue Handle 

Household and Per- 
sonal Use Brushes are 
well-built, useful tools 
that appeal to efficient 
“home managers.” Up- 
to-date women, whether 
they do their own house- 
work or supervise it, know 


the importance 
of using good equip- 
ment in the business of 
home-making. 9 Sell 
them “Osborn Brushes 
—those good brushes 
with the blue handles,” 
and get your share of a 
profit-building business. 


INCORPORATED 
5401 HAMILTON AVENUE « CLEVELAND, OHIO 


- Branch Offices: New York - Detroit + Chicago - San Francisco - Los Angeles 
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AVEUAUEA ENT ETT 


AQUA OCULAR TRUSTS AAA 


poiled preserves are a tragedy i 


WHEN the home canner buys jar rub- 
bers for her season’s preserving she is 
not concerned over a cent or two per 
dozen,-she is thinking of her glistening 
rows of home canned foods which she 
proposes to put on the cellar shelves 
and her first thought for jar rubbers is 
- RELIABILITY. 

qShe has had plenty of trouble with 
cheap jar rubbers and she is through 
with them! She knows that 10 cents 


~ 


wy 


























per dozen is the standard price for jar 
rubbers and she is inclined to distrust 
rings which cost but 5 cents a box. 

{| Years ago the market was flooded with 
5 cent jar rubbers and the countless dis- 
asters they caused in preserve cellars was 
the reason for the Good Luck ring be- 
ing put on the market in 1906. 
{Millions of home canners buy jar rub- 
bers by name and prefer Good Luck be- 


cause they know they can trust them. 





e 


i 











' f producto tof THE BOSTON WOVEN HOSE AND RUBBER CO. 


CAMBRIDGE, MASSACHUSETTS U.S.A. 
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THEY ARE THE INSIGNIA 
FOR SUCCESSFUL DRILLING 


HE astute housewife selects from the many 
brands of the same food product lined along 
the grocer’s shelves the one whose label instantly 
identifies to her the particular brand which has long 
held her confidence. 

Likewise the seasoned smoker points to the cigar- 
ette package whose label is most familiar to him. 
He knows that the blend of tobacco put up under 
this label will be entirely satisfactory to him. 

So also does the drill-user know that the 
drills whose packages bear the Jed Shield 
label and which are stamped with the 
Red Shield’ Trade Mark, in actual 
RED color, are the latest de- 
= velopment in the science of 
SS drill making. ed Shield 

High Speed Drills 
may be had in all 


standard sizes. 


THE STANDARD TOOL (0. 
CLEVELAND 
New York: 94 Reade St., Chicago: 552 W. Washington Blvd. 
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is the time | 
to order Spring ‘ 
requirements on / 
these Dependable | 
lawn mowers. 


COoLDWELL 


DEPEADABLE LAWN MOWERS 


COLDWELL LAWN MOWER COMPANY, NEWGURGH, N.Y, U.S.A. 




























CAPACITY 
FROM 2 TO12 ACRES 
PER DAY 





Campus Vassar G@ollege 
“Twin 30” mows and rolls 
simultaneously a 30-inch 
swath, Furnished with or 
without riding sulky. 
Two-Cylinder Motor 





“L-Twin” mows and 
rolls 25-inch swath, 4 to 6 
acres per day. 
Two-Cylinder Motor 


” 


4s 


Sa ST 





le at 
> b> 
y “L-CGwin” with 
A ; gang, mowing 
60-inch swath 


— 


“L-Twin” equipped with gang attach- 
ment,capacity of 10 to 12 acres per day. 
Two-Cylinder Motor 


ee — 
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i 
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Grims clean 
along walks and 
driveways 






“L-Jr.” 25-inch cut and “Cub” 
21-inch cut are particularly well 
adapted for the smaller places 
and for trimming. 





Cuts clean Wnexcelled for Cemetery Work 
around trees 
and shrubbery 
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Keeping 
Step 
with 
Progress 


Industrial progress today is 
a rapid, ever-changing scene. 
Obsolescence sets in before the 
paint wears off. 








[his is a pace-making chal- 
lenge that we are glad to meet 
for it has spurred us to greater 
effort, it has urged us to dis- 
card the old and accept the 
new. 


Improved methods, new ma- 
chinery, better materials, all 
are being used in prodigious 
quantities to the end that Fos- 























BOLTS» NUTS 
CAPSCREWS 


in Big Business 


FOS [ER 


ter products play their im- 
portant part in the march 
of industrial progress. 


And they do. In almost 

every type of machinery 
made by the leaders in various 
industries Foster bolts and nuts 
and cap screws are making a 
full contribution to the exact- 
ing requirements of today’s in- 
dustry. 


Twostrategically located plants 
—one in Cleveland and another 
in Chicago—assure prompt ser- 
vice to all sections of the coun- 
try. Order Foster products 
with complete confidence in 
their quality and in the service 
we render. 
The 
Foster Bolt & Nut 
Mfg. Company 


CLEVELAND CHICAGO 
Union Ave. and East 6249 to 6265 West 
72nd St. 65th St. 
Telephone Telephone 
BRoadway 0840 Hemlock 4484 
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AMERICAN STAINLESS STEEL CO. 





N o Introduction Needed 


Every one knows 
++. appreciates ... wants Stainless 
Steel Cutlery ... rust proof, tarnish 
proof, corrosion proof ... It never 
needs polishing and there is no plating 
to wear or peel off. 

@ The enduring beauty of a Stainless 
Steel blade rivals that of newly pol- 
ished silver ... The brilliant lustre 
lasts forever ... Stainless Steel is 
many times tougher than ordinary 
steel and withstands rough usage. 
@ The best known and finest makes 
of cutlery are obtainable in “‘Stain- 


less”’ in a variety of styles and prices 
. It is always easy to sell because 
it has an exclusive sales feature... 
PERMANENCE ... “‘Stainless’’ needs 
no introduction. 
Cutlery... Scissors ...Razor Blades... 
Hammers ... Squares ... Rules ... Tapes 
.- Golf Clubs ... Builders’ Hardware... 
Kitchen Tools ... Screws ... Nails 
.. Skates ... Bolts and Nuts ...are 
ideal when made of Stainless Steel. 
@ “Stainless” is available in a wide 
range of physical properties... 150 to 
600 Brinell and 60,000 to 250,000 pounds 


per square inch tensile strength. 


STAINLESS STEEL 


“ Genuine Stainless Steel is manufactured only under the patents of the < 





Pittsburgh | STAINLESS |) Penna. 





COMMONWEALTH BUILDING 
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DRESS your 


window with 


SATISFACTION 











THIS GUARANTY 
PROTECTS YOU 





Ask here for merchandise advertised in 


GOOD HOUSEKEEPING 




















FREE—This is the poster 
thousands of merchants are 
using to advertise the quality 
of their merchandise. Printed 
in 2 colors. Note its use in 
window above. Use coupon 
to order. 


GOOD 


HOUSEKEEPING 


Everywoman’s Magazine 


57th Street at Eighth Avenue 





Good Housekeepin 
Sp, ° Institute a 
SEKEEPING MACE 





fins is One thing you never have trouble in selling. And 
that is—satisfaction. People always like to have it. You can’t 
give ‘em too much of it. 


This is the big reason why thousands of representative retailers 
are making feature displays of household devices and appliances 
tested and approved by Good Housekeeping Institute. It is a sure 
means of telling their customers that they sell satisfaction. 


The Seal of Approval of Good Housekeeping Institute is a positive 
guaranty of good values and satisfactory service. This Seal is given 
only to household devices and appliances which have passed labo- 
ratory and working tests so exacting that nearly one third failed. 


People know, after 25 years experience, that the Seal of Approval 
spells satisfaction. One of the strongest arguments you can find 
to clinch a sale is to be able to say: “This is tested and approved 
by Good Housekeeping Institute.” 


Why not put satistaction into your window displays? You prob- 
ably are stocking many tested and approved items. Check your 
stock against Good Housekeeping’s advertising pages. Le rn 
what they are. Then make a feature window display of them, 
using the posters in color which we supply free. Return the cou- 
pon and prove to yourself that there is profit in telling your 
trade that you sell satisfaction. ; 


| GOOD HOU EKEEPING TRADE SERVICE 

57th Street at Eighth Ave., New York City 4A7-29 
Ple-se send frre window posters and I’sz of 
currently advertised guaranteed merchandise. 

be Se) NT (ey (oe Lge Bee 


PN hres nh ao 2 ee ea 


EOS ee ey a ee 


New York, N.Y. 


Soeci’y numler of windows to be used 
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Webster defines Genuine as ‘REAL; ORIGINAL 
or TRUE stock,” and the CORBIN Pin Tumbler 
Extruded Metal Padlocks are just that. 


The First Pin Tumbler Extruded Metal Padlocks 
were made by CORBIN, and are still being made as 
only CORBIN can make them. The skill of COR- 
BIN Craftsmen has produced padlocks for every 

purpose, for use under all conditions, 
and the success of these padlocks is 
well known throughout the world. 


When making your purchase of a 
padlock, be sure and ask for a Genuine 


Pin Tumbler Extruded Metal Padlock. Then you 


know you are getting the highest type padlock made: 
You know that wherever you place these padlocks 
ou will get the maximum in Design, Strength, Se- 


curity and Durability. The CORBIN system of key changes assures you abso- 


lute Security. 


PROTECT YOUR PROPERTY WITH A CORBIN PADLOCK. 


Manufacturers of 


Padlocks, Automobile Locks, Cabinet Locks, Trunk, Suit Case Locks and Trimmings, Miscella- 
neous Hardware, Keys and Key Blanks, Apartment House Letter Boxes and Home Savings Banks 


Corbin Cabinet Lock Company 


The American Hardware Corporation Successor 


New York 


NEW BRITAIN, CONN., U. S. A. 


Chicago Philadelphia 














HARDWARE AGE for JULY 4, 1929 





ICK a Lamson bolt snd : Zt. choose. You will find that 
nut at random from “every L & S shipment run: 
e. uniformly accurate~thai 
‘there’s never any lost 

‘motion with L & S bolts 


accuracy with your oth 
bolts. Examine th 


rh 


tHE LAMSON & SESSIONS co. 


1971 West 85th Street . Cleveland, Ohio 


Chicago, Detroit, $27. Louis, El Peso, Atlanta, Chattanooga, Salt Lake City, Los Angeles, San Francisco, Seattle 


ACCURACY 
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CU MY ERS Sele diling 


Home 
WaterSystem 






































Better built—perfection of performance— 
everything for customer satisfaction and 
convenience—this splendid Myers Self-Oil- 
ing Home Water System marks a new epoch 
in water service for homes, farms, summer 
cottages, camp sites and other places where 
from two hundred and fifty to three hundred 
gallons of water per hour are sufficient. 


Carefree, economical and reliable service 
—complete automatic control—tell the story 
of Myers improvements that bring labor 
saving running water facilities to every 
home or farm beyond the limit of city water 
mains. 


Self-oiling, self-starting, self-stopping, 
safe and reliable with an added feature, 
exclusively Myers, to automatically control 
the volume of air and water as it enters the 
pressure tank—there is nothing left to fuss 
or bother with—running water at the turn 
of a faucet, day or night, without frequent 
oiling or adjusting, without starting or stop- 
ping, without air bound or water logged 
tanks to contend with—Myers Self-Oiling 
Home Water Systems are designed and 

/ built by experts to satisfy the modern de- 
mand for mechanical perfection. 


The day of running water conveniences for 
the American home and farm is here. 
Those who recognize the opportuni- 
ties it presents for business and 
profits are turning to Myers Self- 
Oiling Water Systems —the line 
with a dependable size and style for 
any installation up to ten thousand 
gallons of water per hour. 


VACUUM 
CHAMBER 


Your inquiry by mail or by wire 
wiil have prompt attention. 


THE F.E.MYERS & BRO.¢°. 


ASHLAND, OHIO. 
ASHLAND PUMP AND HAY TOOLWORKS 


PUMPS - WATER SYSTEMS - HAY TOOLS - DOOR HANGERS 
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.s Million Hardware Customers 
with a New Hobby 











Ins 
i 
ie 4 


ARDEN SE 
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The True Temper 
Tool Display Stand 


The True Temper Display 
Stand is furnished free with 
the purchase of an assortment 
of True Temper Tools. Made 
with strong ash legs, steel 
shelves, strongly braced. Fin- 
ished in green lacquer. Stands 
36 inches high and takes space 
15 x 30 inches on the floor. 
Holds 11 long-handled tools 
and a number of short ones. 
A real merchandiser for the 
aisle—in the show window—at 
the store entrance—on_ the 
sidewalk. Write for details of 
our free offer. 





RUE (EMPE, 





HERE are seven million detached homes in cities and 

towns of the United States. Flower and vegetable garden- 

ing is fast becoming a national hobby with owners of these 
hemes. They need hoes, rakes, spading forks and many other 
tools. Our national advertising is constantly reminding them 
of this need. 


Why not take advantage of these proven facts to increase your 
steel goods business—cash in on this hobby. 


Use the True Temper Tool Rack as a silent salesman through- 
cut the season to keep these tools before your customers and 
you will be pleased with the results. 


THINK IT OVER 


THE AMERICAN FORK & HOE CO. 
General Offices: CLEVELAND, OHIO 


Makers of Farm and Garden Tools for Over 100 Years 


OLS 





RES 
FARM AND 
GARDEN 
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Customers Like These Features: 


is h FE : One-piece spout and large filler open- 
e ne ing clinched securely into breast of 
can. Cannot be knocked off. Cap has 

a smooth curled edge—no rough spots. 


wc Can strictly HAND-MADE and guaranteed Top is heavily knurled. 
New and improved DELPHOS features make these Each can made with a sturdy bead 


in the body just above seam. This 


sturdy cans trouble-proof. 
bead extends entirely around can, 


Easy to handle. Easy to fill. Easy to pour from. Easy 


to sell. Customers like their attractive Red or Blue stiffens the body and protects seams 
striping. from injury. Filler openings are 2” 


There’s quick turnover and good profit in the DELPHOS diam. on 1 and 2 gal. sizes and 274” on 
Line. Send for Folder and Discounts. 3 and 5 gal. sizes. 
The New Delphos Mfg. Co. parse 
Delphos, Ohio 


Large Filler Opening 
Be 





























INGCO Bath Room Fixtures 


Like famed Rolls-Royce cars “No Reco Bath Room Fixture 
has ever worn out.” 

Any dealer who has had complaints from cheap and rusting 
TRADE MARK fixtures will find satisfaction in handling these heavily nickeled, 
Solid Brass fixtures—will give satisfaction to every purchaser. 





With body made of everlasting Solid Brass 
they 


Never Wear Out 


their welcome — never show the telltale 
stains of rust which soon give away a cheap 
fixture. No wonder their popularity grows 
and grows. 





Solid Brass 





We also manufacture Furniture Trimmings, 





Heavily Upholsterers’ Nails, Eyelets, Grommets and 
Nickel Washers. 
Plated 
AMERICAN RING COMPANY 
Wall Soap Dish No. 3789 Waterbury Connecticut 
Packed % doz. in box. Deithincctbig aiiidle te. oe Waid thes 


San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 














< Petal 382 wit Pe 





SILK FISHING LINES 


S0YDS. J 





BRISTOL STEEL BAIT 
CASTING ROD —NO. 27 


for our new catalog giving full specifications and prices 
of the many Bristol, Kingfisher and Meek numbers. 


THE HORTON MANUFACTURING €O Mea NY 
Bristol, Connecticut 


Pacific Coast Agents: Phil. B. Bekeart Company, 717 Market Street, San Francisco, Calif. 
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PIQUA 


Ree 
M" a 
yY Vv 
= Dx 
eh 
(ap Net 
Si PEG REO 
1OVELS sPADE? 


SCOOPS AND 





A Completely Balanced Line 


With Wood’s Hasky Trio—“<Moly”; “Big Fist’’; 
“Piqua;”’ You Can Satisty Every Shovel Buyer 


ITH the introduction of thenew The “Big Fist”, though a newcomer, has al- 

“Big Fist”, The Wood Shovel and ready earned the reputation of being the 
Tool Company now offers a completely toughest, strongest shovel in its price class, 
balanced and simplified line of shovels, Testshave proven the “Big Fist’ shovelsteel 
spades and scoops. Wood’s “Moly”, “Big to be second to that of ‘Moly’, alone. A 
Fist” and “Piqua” brands special heat-treating process 
comprise a husky trio that | « has made this possible. 

\ 








defies comparison. 


The “Moly” (H. K. Wood’s 
Mo-/yb-den-um Shovel) | 


| The “Piqua”, too, excells 
in its price class. For jobs 
needing a low-priced, non- 
heat-treated shovel, the 





always has been, and con- 
tinues to be the toughest, 

















“MOLY” “Piqua” rates first every time. 
hardest shovel on the mar- The world’s greatest shovel e. : “A ‘ 
ket. Mines, railways, con- **BIG FIST” —_ a : Husky ages 
struction companies and a Moly”, “Big Fist and 
foundries, needing the very “PIQUA” “Piqua”—you can satisfy 
toughest shovel known, |) reed every shovel buyer. Ask 
depend upon the “Moly”. your jobber salesman. 





THE WOOD SHOVEL AND TOOL COMPANY «+ PIQUA, OHIO 


Woods 
Shovels -Spades -Scoops 
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OLIVER 































OliverIsaGood 
Name to Specify 
When You Order Bolts, 
Nuts or Rivets....... 


Writing Oliver in your order 
requisitions is like signing a good 
insurance policy—you know that an 
old established company with a coun- 
trywide reputation stands back of the qual- 
ity and dependability of every single bolt, nut 

and rivet. You get the real protection that goes 
with the high standards of Oliver manufacture. 














Only good tough enduring steel of Oliver’s own speci- 
fication goes into Oliver Bolts, Nuts and Rivets. Every 
bolt and nut is perfectly threaded with modern machines 
which turn out millions of units with unvarying uniformity. 









So the next time you order bolts, nuts or rivets for any purpose 
whatsoever, write your own ticket of satisfaction by specifying Oliver. 


OLIVER IRON AND STEEL CORPORATION, PITTSBURGH, PA. 










Sales Offices: 50 Church Street, Mortgage-Guarantee Bldg. Guarantee Trust Bldg. 
New York, N. Y. Atlanta, Ga. Philadelphia, Pa. 
19th and Campbell Sts. 4116 Herschel Ave. Fisher Building Chamber of Commerce Bldg. 
Kansas City, Mo. Dallas, Texas Detroit, Mich. Cincinnati, Ohio 
Perry-Payne Bldg. 10 High Street 205 Wacker Drive 
Cleveland, Ohio Boston, Mass. Chicago, Ill. 
Pacific Coast Agent: OSGOOD & HOWELL 
Wells Fargo Building Washington Building Pioneer Building 





San Francisco, Calif. Los Angeles, Calif. Seattle, Washington 
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Hangs Straight and Tight 
Without Top or Bottom 
Support 


Strength and Beauty Combined—Both Wires are of the Same Gauge 


In this fence we have combined strength with The wire is made from best Open Hearth Steel 


beauty in a practical manner. It is the most 


rigid and durable poultry fence possible. 
ished product. 


in our own plant by skilled workmen who con- 
trol every operation from raw material to fin- 


The new combination of mesh and gauge wire Both Horizontal and Perpendicular wires are of 
is reinforced so securely that it insures a sagless the same full gauge with enough wave in the 
fence requiring no rail support at top or bottom. former to allow for contraction or expansion. 


The Twist Cannot be Opened by Unwinding with Pliers 


The twist is complete and stays put—it cannot be opened by unwinding 
with pliers. 


Galvanized before or after weaving. Put up in bales of 150 lin. ft., 2” 
mesh, in No. 19 or No. 20 gauge, 1” mesh in No. 20 gauge wire, in six 
inch widths from 12 to 72”. Backed by 50 years of experience. 


No dealer can sell a more satisfactory poultry fence. 


Our Other Products Include: 


Hexagon Poultry Netting ages ee 
Graduated Poultry Netting ic 
Galvanized Hardware Cloth White Metal Finish 
Wickwire Premier 
and the following brands Wickwire Bronze 
of Screen Wire Cloth Wickwire Copper 


Miscellaneous Wire Nails and Brads, put up in %, 42 and 1 Ib. packages, 25 and 50 Ib. boxes. 


Write your Jobber for Full Information and Prices 


SERED, 
ie, 


pire: 


LISMED 1873 





Lies 
flat 
without 
waves 
when 


bale 


unrolled 
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Build good will 
and keep it 
with 
LIBBEY-OWENS 


glass 





Flat-Drawn Clear Sheet Glass com- 
mands a very enviable position in 
the matter of building and maintain- 
ing good will... The public, through 
the extensive national advertising of 
Libbey-Owens, is learning of the supe- 
rior quality of Libbey-Owens Glass— 
and when buying asks for it by name... 
q Architects, contractors and builders 
everywhere are specifying Libbey-Owens 
Glass for fine buildings they con- 


struct... For very definite reasons 





100 NORTH LA SALLE ST. 
CHICAGO, ILLINOIS 


ARCHITECTS 
A. S. GRAVEN, INC. 


The dealer handling Libbey-Owens GLAZED WITH 


LIBBEY-OWENS GLASS 


eS ps 


ee 
ee 


Libbey-Owens Glass is a superior prod- 


uct. Because it is truly flat and without 
bow there is less breakage in transport- 
ation, handling and glazing. Its brilliant, 
sparkling lustre is due to the exclusive 
Libbey-Owens process of manufacture. 
The quality is always uniform... Ask 
your jobber for Libbey-Owens ‘‘A”’ 
quality Flat-Drawn Clear Sheet Glass. 


THE LIBBEY-OWENS SHEET GLASS COMPANY 
TOLEDO, OHIO 


LIBBEY-OWENS FLAT DRAWN CLEAR SHEET GLASS FOR WINDOWS 





Distributed Through Representative Glass Jobbers and Used by Sash and Door Manufacturers Everywhere 
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New York 


An Old Custom Comes Back! 


Detroit 


these old time custom of fencing lawns has 
returned to a tremendous popularity. Mod- 
ern traffic conditions have made it a necessity. 
Children must now be safeguarded at their heed- 
less, headlong play. Lawn fence is the natural, 
inexpensive, automatic protection. It is al- 
ways on guard. It never lets children forget. 


And beside, lawn fence adds impressive digni- 
ty and value to a home. It is a real investment. 


Pittsburgh Lawn Fence is the natural choice of 
fence buyers because they know from experience 
and from our extensive advertising that its Super- 
Zinced, welded construction makes it 75% 
stronger and longer lasting than ordinary lawn 
fence. Pittsburgh Lawn Fence is selling fast now. 


(Pittsburgh Steel Co.) 








Chicago Pittsburgh Pennsylvania Memphis 


Dallas 


San Francisco 
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To both jobber and retailer, General 
“No. 100” has come to stand for— 


1 A new conservation of warehouse 
space. 


2 A new ease of assembly. Fewer 
parts, all interchangeable. 


3 A new concentration of sales effort 
on one type. General “No. 100” 
has crowded other home barrows 
out of the picture. 


4 New display possibility and greater 
consumer appeal. 


5 A new speed of turn-over. 
As for the consumer, 
General “No. 100” — 


6 Has acquainted him with a new 
standard of value. 


7 Has given him new sensations of 
lightness and ease of handling. 


8 Is a practical, time-saving, easier-to- 
store tool for all manner of work 
“around the place.” 


f —% = 
General 



























General 
Wheelbarrow Co 
Cleveland USA 























General ‘‘No. 100” is 3 cu. ft. capacity, steel leg 
and steel tray home barrow — balanced, light, 
strong, and great for looks, turn-over, and profit. 





GENERAL “No. 100” 
Has Revolutionized 


Wheelbarrow Selling 


AR into the background—into the limbo ‘of 
forgotten things—have slipped various ‘“‘scow”’ 
types of wheelbarrows—clumsy, unsalable contrap- 
tions that the homeowner never liked to buy and 
used only because he couldn’t get anything better. 


into a market cluttered with these old types came 
General “No. 100,” only a few. months ago—a 
fast, ‘light,’ strong model pleasant to look upon 
and a friend for years. The old types faded out of 
the picture. 


General ““No. 100” transformed the home bar- 
row field into one Big Opportunity. It took the 
home barrow out of the staple class, and made it a 
profitable, fast-selling specialty. 


GENERAL WHEELBARROW COMPANY 


Headquarters for 
Wheelbarrows, Concrete Carts, Steel Mortar Boxes, 
Salamanders, Coal Chutes, Agricultural Imple- 
ments, Plow Shapes, Scrapers, Road Grader Blades. 


3140 East 65th Street ’ Cleveland, Ohio 








LOOK FOR THE ORANGE HANDLES 































































“All Is Not Gold 
That Glitters” 


LL Tubular and Clinch rivets may 

look alike in so far as they are all 
made of metal and bear a certain re- 
semblance in form and finish. There 
is, however, a marked difference in the 
metal itself, to say nothing of the work- 
manship and finish. We have manu- 
factured Tubular and Clinch rivets for 
over fifty years. We know that rivets 
of equal grade cannot consistently be 
sold for less than the prices at which 
our line is offered. 
























Pacific Coast Representative, 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California 


Otpproved / 


———by the keenest 


buying brains in the country 






















TUBULAR RIVET & STUD 
COMPANY 


BOSTON 











‘The largest 
factory in the 
world devoted 
lo the manu~ 
facture of 


ara 
Clinch Rivets 
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his Drill 
has the ‘Guts 


It is made like a six-foot, four-fisted, he-man, 
as perfect a piece of machinery ever built by man— 


It has 


—a powerful frame to withstand the ut- 
most abuse. 

—a motor that will not overheat even 
though in continuous use 24 hours a day. 

—perfectly designed gears, unusually smooth 
and quiet running. 

—an instantaneous trouble-proof switch. 

—cable lock that absolutely holds cable, 
prevents it from pulling out. 

—quick acting, self tightening chuck. 

—and many more features. 


Send for our “Electric Drill Bulletin” 


GOODELL-PRATT COMPANY, 
Greenfield, Mass., 


U.S. A. Sovlsmtth, 











i | 





Can You Use any . 
ae Uitesom Coren 


_ OR ito ar lcome tom co amerrianre oie tire 
man can build — tools that will last 


a lifetime — tools that you will be 


— 


% 
Ls % proud to hand down to your chil- 
dren. Send for our Tool Handbook. S 
. GOODELL-PRATT COMPANY E 
GREENFIELD, MASS. Dee 
; |! \\\/ 
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ACCLAIMED BY BUYERS AND 











PUBLIC FROM COAST TO COAST 


The new 


VOLLRATH COLOR ENSEMBLES 


So modern and delicately beautiful 


all women who see will buy — Stock now 


Don’t miss this opportunity 


From the very first display 
to dealers, buyers and the 
public, the new Vollrath 
Color Ensembles have been 
instantly accepted by every- 
one who has seen them. 
Your customers will find 
thew irresistible too. Never 
before has there been such 
cooking equipment. 

Here is enameled ware created in accord 
with the best modern use of color in home 
decoration; new exquisite colors against a soft 
neutral background that harmonizes with all 
the new and approved kitchen color schemes. 
Combinations of many kinds so that your 
customers can enjoy distinctive, individual 
ensembles of their own choosing. Yet they 
can always be sure the colors they choose are 
in harmony and good taste. 
~ Phenomenal sales records show that the 


Vollrath Color Ensemble idea is right. Women 
have been waiting for cooking equipment in 


harmonizing colors that are 

modern and correct. Now 

they are buying it, many of 

them complete ensembles. 

.The Vollrath idea is right. 

The time is right. Now that 

cooking equipment plays 

such a big part in the deco- 

ration of the kitchen, you 

can make the most profit 

from selling enameled ware in color only by 
giving your customers these newest and 
soundest developments. Stock and display 
this new Vollrath Ware. It will vastly increase 
your enameled ware sales. Especially if you 
are the first to show it in your community. 
We will furnish you with plenty of consumer 
folders, counter cards and display material. 
If you haven’t seen this beautiful new ware 
send the coupon for all details. The Vollrath 
Company (Est. 1874), Sheboygan, Wisconsin. 





THE VOLLRATH COMPANY, Est. 1874 
Sheboygan, Wisconsin 


Send descriptive literature and (or) have salesman call. 


Name 











Address___ 
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Conveniences that annihilate time and space 


HARDWARE AGE CATALOG 


Is ONE OF THESE 


Hardware Buyers find it represents Speed, lightning 


fast, to sources of supply m am a Manufacturers 


discover it a Salesman in thousands of places at once. 


The 1929-1930 Annual Edition in preparation 


HARDWARE AGE CATALOG 2st: 
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In present day precision work where accuracy 
is figured in terms of thousandths or even ten 
thousandths of inches, only the finest tools can 
stand the pace. 


To meet the demands of skilled mechanics for 
accuracy in tools, Brown & Sharpe has long 
produced tools which comply with the most 
rigid standards. It is a tribute to this effort by 
the manufacturer that Brown & Sharpe Tools 
have become known as the “World’s Standard 
of Accuracy.” 


Hardware dealers the world over. realize that 
the ready acceptance of Brown & Sharpe 
Tools by skilled mechanics makes them easier 
to sell and builds good will among this impor- 
tant group of tool customers. 


Address inquiries to Brown & Sharpe Mfg. Co., 
Providence, R. I., U. S. A. 








“ Qutside Spring 
Ci 


a: 
Thickness Gauge : ‘aliper 
No, 648 : No. 811 * 


"“WORLD’S STANDARD OF ACCURACY” 


BROWN & SHARPE TOOLS 
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New-—Electrical Train Equipment 
Opens New Sales Possibilities! 





No. 108 
Switch Tower House 


Has switch board for operation of 
electrical lighting systems, automatic 
equipment, track layouts, etc. Will 
control six circuits, an exclusive 
American Flyer feature. Is elec- 
trically li Rphees. . beautifully ones 
has solid brass trim. Its sale will 
help sell other equipment. Size 12” 
long, 712” wide, 914" high. Con- 
onmer Price ... «sos $8.00 





Dial Type 
Transformer 


Comes similar to the tuning knobs 
radio. The pointer on the knob 
indicates the voltage being used. 
The contact is positive in action and 
it is not possible for it to slip out or 
off the position from which it is set. 


No. 1290—75 Watt 


For 110 volt, 60 cycle, A. C. current. 
Recommended to operate narrow 
gauge trains of any manufacture, 
excepting trains operated by remote 
control motor. Has ~~ from 52 
to 14 volts. Size 4 x 4% x 4° 

Consumer Price ..... $4.50 


No. 1295—100 W att 


For 110 volt, 60 cycle, A. C. current. 
Recommended to operate all nar- 
row or wide gauge trains of any 
manufacture including a reasonable 
amount of electrical equipment. Has 
range from 6'2 to 244-10 volts. 
Size 442 x 442 x 314". Consumer 
ree se eee $6.50 


No. 1275 
Circuit Breaker 


Automatically cuts out current and 
protects transformers if short cir- 
cuits occur. Also desirable to use in 
starting and stopping the train 
rather than using transformer lever. 
Circuit is resumed by pushing lever. 
No springs to get out of order. 
Consumer Price ..... $2.25 


Factory Office: 


2225-39 S. Halsted Street 


Chicago, Illinois 








S an evidence of continued progress, Amer- 
ican Flyer presents these notable addi- 
tions to its fine line of products. There is 
nothing experimental about them. They are 
the result of two years of costly research work. 
They are scientifically perfect—marvels in 
mechanical efficiency and are built entirely 
“fool-proof.” 

Appealing to the ever increasing number of 
both grown-ups and boys who are making a 
hobby of remote control miniature railroad- 
ing, these new numbers open up entirely new 
possibilities in sales and profits. Be sure to 
include them in your orders. 
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Method of Operation 


This illustration shows one method of assembling 
and hooking up the Switch Tower House, a pair of 
Remote Control Track Switches and Track Switch 
Control, the Circuit Breaker and either the No. 
1290 or 1295 Dial Tvne Transformer. Full in- 
structions accompany each of these items, so the 
consumer will have no difficulty in setting them up 
or 7 them. 


«\ 12 MERCHANDISING 
\é a TIE-UPS 


To help you sell more Amer- 
ican Flyer Trains and 
Equipment 





6 





Transtormers Elec tric Trains Mechanical Y Trains 


AMERICAN FLYER MFG. COMPANY 
Mfrs. of Miniature Railway Trains, Airplanes and General Distributors of Structo Toys 











Remote Control 


Track Switches 


(Operated from a Remote Control 
Position) 


All working parts are completely 
covered and are mounted on a solid 
base. The frog is thrown by a posi- 
tive pinion and rack action—no 
springs to a pa, out of order. Frog 
automatically locks when in_posi- 
tion thus avoiding a any possibility of 
car core, he current is car- 
ried through the rails of the frog 
oo Fe making an unbroken contact 
at all times. Protected by our patent 
No. 1,355,467, Oct. 12th, 1920. 


Two trains may be operated at the 
same time (see illustration for hook- 
up). When one train has passed 
through a switch to a track siding. 
you may stop the current on this si 
ing by throwing both switches. 
When the second or following train 
has passed by the siding, you may 
again throw the switches allowing 
the first train to continue. This fea- 
mare is exclusive with American 

yer. 


All remote control track switches 
have electric ~w No. 4180 Track 
Switch Control (illustrated and de- 
scribed below), is included with 
each remote control track switch. 


NARROW GAUGE 
Consumer 
Model Price 
486 Switch—Right. . . . $ 6.00 
487 Switch—Left .... 6.00 
488 Switch—Pair .... 10.00 
WIDE GAUGE 
4486 Switch—Right . . . $ 7.00 
4487 Switch—Left.... 7.00 
4488 Switch—Pair. ... 12.00 
Track Switch Control 
No. 4180 


Nothing like it on the market, dis- 
tinctly an American Flyer Product. 
Entirely fool-proof, all working 
parts completely protected. Has 
four push buttons for operating two 
remote control track switches—two 
buttons for each switch. One button 
is colored green and the other is red. 
An indicator on the control shows 
what position the track is thrown. 
Very sone and_ strongly built. 
Size 444 x x 1%”. Consumex 
Price sec ccc eco « 6§2.00 


Sales Offices: 


200 Fifth Ave., New York City 


24 California Street, 


San Francisco, California 
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DEPENDABLE 


Nicholson Files are 
dependable because 
each one is.tested after 
every manufacturing 
process. 


A final test before 
they go out makes it 
doubly certain that 
Nicholson Files are 
uniform in the quality 
that is represented by 


the Nicholson Brand. 


ON 
aofiol So " bal woah CE, 


US A. 


4 























DURABLE 


Nicholson Files are. 
durable because they 
are made of specially 
selected file steel, care- 
fully tempered and 
formed. You can sell 
your customers Nich- 
olson Files with the 
positive assurance that 
you are giving them 
more than ordinary file 
value for their money. 


FILE COMPANY 
R. 1., U. S.A. 
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LE FOR EVERY PURPOSE” 
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See how well Bakelite Molded Knobs look 


THE 


MATERIAL OF 


Bakelite Mulded door knob sets are made by National Brass Co., Grand Rapids, Mich. 


with doors in dark finishes 


oe is complete harmony in 
coloring between doors finished 
in brown mahogany, walnut, or dark 
oak, and Bakelite Molded door 
knobs in mottled brown. In other 
rooms, for example, a black and 
white bath room, these knobs in 
lustrous black, fit into the color 
scheme perfectly. 


Bakelite Molded door knobs are ex- 
traordinarily durable. The material 
of which they are made is very 
strong and does not chip, crack or 


fracture. The color goes cicar 
through and cannot wear off. The 
lustre is permanent and polishing is 
never required. They will not cor- 
rode. 


To the hardware trade, these attrac- 
tive Bakelite Molded door knob sets 
offer an opportunity for additional 
sales volume. Their very appearance 
invites purchase and, aside from 
sales for new buildings, many are 
being bought to replace old, shabby 
knobs. Write to the manufacturer 
whose name js given above. 


BAKELITE CORPORATION 
247 Park Avenue, New York, N. Y. Chicago Office, 635 West 22nd Street 


BAKELITE CORPORATION OF CANADA, LTD., 


BAK 


REGISTERED 





163 Dufferin St., Toronto, Ont. 


LITE 


U. $. PAT. OFF. 


“The registered Trade Mark and Symbol shown above may be used only on products made from matenals 
manufactured by Bakelite Corporation Under the capital ‘‘B" is the numerical sign for infinity, or unlimited 
quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation's products.” 





A THOUSAND USES 
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wo Men Gamble 
* With a Hammer Handle 


Suspended in a special sling these 
two men, having a combined weight 
of 325 pounds, proved the strength 
and nail pulling power of the 
handle of a Stanley Nail Hammer. 


Since the handle would eas- 
ily stand several times this 
strain, they knew they were 
gambling on a sure thing. 
The handle suffered no 
ill effects from this brutal 
treatment. 


Other features of this ham- 
mer include: its individu- 
ally tempered head of spec- 
ially selected steel, its secure 
wedging of head to handle 
and its correct balance for 
continuous use. 


The spectacular always pro- 
duces sales., Use this true 
story to interest your custo- 
mers in Stanley Nail Ham- 
mers. It will result in more 
sales—more profits for you. 


The Stanley Rule and Level Plant, New Britain, Conn. 


STANLEY TOOLS 













































All Steel 
TRIMO 


Improved ana Mightier 





















Pipe Yrench 
SANDO \V/ MoroCcoO 
Ori inal Stillson Popular SHS Oy 





The best buy in Pipe 
Wrenches in any style 
or size that you may 
need .. all made by the 


TRIMONT MFG. CO., Roxbury (Boston), Mass. 
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ANNOUNCING 


the new 
















© Style W—Ball Bearing 
10-inch wheels 


4 crucible steel blades 


line of lawn mowers 







built by 


ENNSYLVAN] 


to meet competition 
in the low-price field 


PENNSYLVANIA dealers throughout the country will welcome 
this announcement of a complete line of moderately priced lawn 
mowers, which will give them, for the first time in the low-price field, 
the unquestionable merchandising advantages of PENNSYLVANIA 


reputation and experience. 


The development of this new line, which will be marketed under 
the name “PRIMOS,” has been made possible by the increased produc- 
tion facilities provided by a recent extensive addition to the large, 
modern PENNSYLVANIA plant at Primos, Pa.—just outside of Phila- 
delphia. 


Complete details with prices of the new PRIMOS line, which. is 
being offered in conjunction with the world-famous line of PENNSYL- 
VANIA Quality Mowers, will be furnished promptly by your jobber 


on request. 
PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd Street Philadelphia, Pa. 





Style Z—Bronze 
Bearings, Adjustabie. 
8-inch wheels 
3 crucible steel blades 


Style Y—Ball Bearing 
8-inch wheels 
4 crucible steel blades 










, 
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E acilities-- 


Hercules Better Business 
Bodies are built in the world’s 
largest and best equipped 
plants ... devoted exclusively 
to the building of truck bodies 


Twenty-one years of outstanding 
success have occasioned a vast 
industrial ‘‘city’’ that might well 
be named HERCULES. 


Here are grouped the many 
factories with their thousands 
of skilled workers; here are 
anchored the thousands of tons 
of special body-building ma- 
chinery; here are stored the 
select body-building materials of 
the nation. 


Facilities, these . . . facilities for 
designing, developing, testing, 
perfecting and manufacturing— 
necessary steps in the production 
of better business bodies. 


Facilities unmatched by any other 
factory or group of factories de- 
voted exclusively to the building 
of truck bodies. 


Facilities insuring greatest 
value! 

















Evansville, Indiana, U. S. A.—East Windsor, Ontario, Canada— Distributors Everywhere 


HERCULES 


THE WORLD’S LARGEST BUILDER OF BETTER BUSINESS BODIES 
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You can profit from 


SARGENT’s reputation for sturdy construction 


and durability of materials 


Even in the smallest items your hardware 


line can stand for quality 


ee ee el ee ee 





Perfection Oil and Molasses Gates 


FIVE sizes, three models. Screw straight shank pipe 
thread, attached to pipe by couplings; flange and inside 
thread to screw on pipe; screw taper shank for wood. 
The valves are “lapped” by a special process to assure 
a perfect fit and to prevent leaking. Each gate is sub- 
jected to a hydraulic test before leaving the factory 
and is guaranteed not to leak. Made with padlock eyes 
to protect against use by unauthorized persons. 


Ice Picks 


No. 120, enameled wood handle, assorted colors—red, 
yellow, blue, green and white—polished tempered steel 
blade with long taper and needle point. No. 20, also with 
polished tempered steel blade with long taper and needle 
point, and tinned cast-iron loop handle. The heavy handle 
is shaped to fit the hand comfortably. Useful as an ice 
breaker and the beveled part of the loop will serve as a 
bottle opener to remove caps. May be hung up by the 
loop and will not roll off a flat surface. 


























Eye Bolts and Screw Hooks 


OF WROUGHT steel, both plain and galvanized, and 
manufactured to make them the best that can be ob- 
tained for heavy service. Hand-forged eyes give the 
eye bolts a particularly rugged construction. The screw 
hooks are made in 7 sizes, from % to 34 inch in diameter 
and 4% to 8 inches long. The eye bolts that screw are 
made in 7 sizes, from % to 3% inch and 33%4 to 8% inches 
long. The eye bolts with nuts come in different diam- 
eters, from 5/16 to % inch and different lengths, from 
3% to 11% inches with eyes of different sizes, from 
3% to 1% inches. 





Pulleys 


Sash Pulleys—Bronze faced, equipped with and without 
anti-friction rollers. The groove of the wheel is suit- 
able for either sash cord or chain. Similar pulleys in 
iron face in various finishes. Awning pulleys—Japanned 
and cadmium-plated. In all sizes from % to 2% inches. 
Also with double wheel and swivel eye. Side pulleys— 
Japanned finish, made in all sizes from 1 to 5 inches. 
Larger sizes of these side pulleys have 4 screw holes. 
Screw pulleys—Japanned finish, made in many varying 
cizes from 3% to 4 inches. 





ee eq ee et 


SARGENT 


LOCKS & HARDWARE 
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in the Horton 

















Simple in construction, easy to 
understand and operate, the 
new Horton Rotary Attachment igi 
Ironer is ideally suited for homes Joe 

where space is at a premium. 


EDs ae 


a 
It is built to be operated from £ & 
the Perfect 36 Washer, the No. -. 

34 Washer and all models of 
the No. 40 Washer. 





line 












Open end heavily padded roll is 
26 inches in length. Shoe heats as 
quickly as hand iron. Generous 
use of aluminum makes the ironer 
light in weight. Can be attached 
to the washer in 10 seconds. 















The Rotary Attachment 


Troner 


Now, at one stroke, Horton opens a vast new 
market for ironers... creates a new and imme- 
diate source of profit for every Horton dealer ! 


The new Horton Rotary 
Attachment Ironer can be 
attached to the wringer 
shaft of the Horton Wash- 
er in 10 seconds. It does a 
full day’s hand ironing in 
one to two hours. And the 
retail price is $49.50! 

In a word, this is the 
ironer which will convert 
thousands from hand 
ironing methods. The 
price itself opens a tre- 





Horton No. 30 Auto- 
matic Ironer, with 30 
inch open end roll, 
electrically driven, 
electric or gas heat. 


HORTON 





mendous market. But Horton has never made 
price a first consideration. True Horton quality 
is embodied in the design and construction 
of this new ironer. Typical Horton efficiency 
marks its performance. 

The ideals which have guided our manufac- 
ture for 58 years—ideals which have produced 
the outstanding superiority of the Horton Per- 
fect 36 Washer and the No. 30 
Automatic Ironer— are em- 
bodied in the construction 
of the Attachment Ironer. 


Get These Profit Facts Now. 


Every dealer interested in more 
business on a profitable basis 
should write immediately for all 
the facts about this new ironer, 
as well as the entire Horton line. 
No obligation; do it now. 


HORTON MANUFACTURING CO. 
746 Fry St. Fort Wayne, Ind. 





Horton Perfect 36 Electric 
Washer; choice of copper 
or porcelain. enamel tub, 
and selection of colors. 


Washers 
lroners 
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The newest development in floor protection 


the “TD )rive-on’’ NoMar 






Every set includes this 
steel driving tool that 
makes Drive-ons so easy 


to apply. 
Drive-ons come in four 
sizes: 
1%" base, 2" base, 
114" base, 212" base. 


. . a new money-maker for you 
Stock them... Display them... They'll sell 


NEEDED article . . . nationally advertised . . . easy 
A to use . . . easy to sell. No wonder NoMars 
are making a place for themselves on hardware 
counters. Have you put them in yet? Four sizes— 
four attractive prices . . . an attractive display carton. 
Ask your jobber, or use the coupon. 


You'll not lose a single sale if you carry the Bassick line 


There’s an item for every caster need in the Bassick line. It’s 
good business to stock them all... display them together 
. . . and feature floor protection service. Let us give you our 
recommendations for a minimum caster stock for your store. 















756B 1025 x 42 751B Socket NoMar to FAG 5484-13B 
Steel Gem Roller Universal Ball Steel Gem Plate fit gripneck caster “Diamond Vel- “Wizard Swivel” 
7 a gnome a _—— with iron wheel sockets. pron Atlas- with steel wheel. 
wit m- d wit t ite wheel. 
vitae ihe ain, eee ; 
Th B ° k C THE BASSICK COMPANY, Dept. HA-6 

e aSssic ompany Bridgeport, Connecticut RI os Sinn eeteaweeiees 

‘ ° () Send me information on Drive-on prices 

Bridgeport - += Connecticut and profits. 


() Send me recommendations for caster stock. NUIT oye Bh ho ee ea 






















partenariat an 


4 atten thao aR 
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U.B.P. Publications Broadly 
Cover the Following 


Industries and 
Trades 


Metal Trades 
Iron Age 
Hardware Age 
Hardware Age Catalog 
T extile 
Dry Goods Economist 
National Dry Goods Reporter 
Pacific Coast Merchant 
Dry Goods Reporter Wholesale 
Shoes 
Boot & Shoe Recorder 
Jewelry & Optical 
Jewelers Circular 
Optical Journal 
Jewelers Circular Buyers Direc- 
tory 








Automotive 
Automotive Industries 
Automobile Trade Journal and 
Motor Age 
Motor World Wholesale 
Commercial Car Journal and 
Operation & Maintenance 
Automotive Industrial Red Book 
Chilton Catalog & Directory 
Chilton Aero Directory and 
Catalog 
Oil 


Oil Field Engineering 

Petroleum Register 

Allen’s Superintendents Hand 
Book 








Toys 

Toy World 
Plumbing & Heating 

Sanitary & Heating Age 
Warehousing 

Distribution & Warehousing 
Insurance 

The Spectator 





























Controlled by the 


United Business Publishers, Inc. 
239 West 39th Street New York City 


OFFICERS: 
A. C. Pearson, Chairman C. A. Musselman, Vice-Pres. 


F. J. Frank, Pres. Arnold L. Davis, Sec’y F. C. Stevens, Treas. 
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Division Provides 
” Complete Coverage 





Publications in the Automotive Division of 
the United Business Publishers, Inc., are 
illustrated on the opposite page. 






They provide coverage of the automotive 
field from the factory (Automotive In- 
-dustries), through the wholesaler (Motor 
World Wholesale), to the dealer (Auto- 
mobile Trade Journal and Motor Age). 






In the unified and specialized Motor Truck i 
Field, manufacturers are best served by | 
Commercial Car Journal and Operation & 
Maintenance. | 









In the division of composite catalogs and 
directories: Chilton Catalog & Directory, ; 
Automotive Retail; Automotive Industrial i 
Red Book, Automotive Production ; Chilton 
Aero Directory and Catalog, Aviation. 










Complete information is available through 










Chilton Class Journal Co. 


Chestnut and 56th Sts., Philadelphia 


Controlled by the 


United Business Publishers, Inc. 
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the plane of 
the month J 





No. 994 
Gipsy Moth 











IPSY MOTH—another Blue Streak number that will 
(G quickly earn a preferred position in your wheel goods dis- 
play. This marvelous plane is rapidly becoming a “‘best seller.’ 
Its exceptional sturdiness is apparent to the mature mind—and 
its realistic colors and racy lines are irresistible to the children. 
Then, to complete your display, there are seven other snappy 
airplanes in the Blue Streak Line. 

Peleipetee — 


Race Cycles Doll Carriages 
Automobiles Playground Equipment 


* The TOLEDO METALWHEEL CO. %oledo, O. 


Distinctive Children’s Vehicles Since 1887 
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TRADE MARK 














Week of 


June 30th to July 6th 
ttPook back to*see 
ahead”? ~ 


Now that we can look back 
on the Fourth of July and 
the Oklahoma City Convention, 
we Can settle.down to work and 
look ahead toward the balance 
of the year. Looking back, by 
the way, is the BEST way fo see 
ahead and if we look back on 
mofor cars. electrical appliances 
and many other industries, we 
find that the largest sales are 
made where an entire group or 
family of products are made and 
sold under one and the .same 
trade mark. 


That is just what is happening 
today in the Winchester family 
of Quality Products—Guns and 
Ammunition, Cleaning and Lub- 
ricating Preparations, Fishing 
Tackle. Flashlights and Bat- 
teries, {ce and Roller Skates. 
Cutlery and Tools. {tis certain 
that the sale of one member of 
this family will help you sell 
another and that you will sell 
more of EACH when all are 
manufactured, advertised and 
sold under one and the same 
world-famous name. Here, at 
fast. is a REAL way to simplify 
your stock of different brands 
and to concentrate on O 
which offers you fast-selling 
products in some seven differ- 
ent fields. 









Are You Personally 
Acquainted with Each 
Member of This Family? 


VERYBODY in the world knows Win- 
chester Guns and everybody whe buys 
guns knows Winchester Ammunition and 
Cleaning and _ Lubricating Preparations. 
Through our national advertising, moreover, 
more and more people are learning to know 
and to want Winchester Fishing Tackle, 
Flashlights, Skates, Cutlery and Tools. To 
satisfy your customers’ demands, you too 
should be familiar with these newer members 
of the family and, if you have not already 
inquired, we suggest that you check and 
return this coupon. 









Advertising Dept., 
Winchester Repeating Arms Co., 
New Haven, Conn., U. S. A. 


Gentlemen: Please see that I am fur- 
nished with the latest information con- 
cerning your— 






( ) Guns and Ammunition 

( ) Cleaning and Lubricating Prepa- 
rations 

( ) Fishing Tackle 

( ) Flashlights and Batteries 

( ) Ice Skates 

( ) Roller Skates 

¢ 

( 











) Cutlery 
) Tools 
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Used the World Over 


~-(CHICAGO)— 
SPRING HINGES 


A world-wide and increasing de- 
mand for Chicago Spring Hinges 
indicates a general recognition of 
their quality and value by Archi- 
tects, Contractors and Dealers. 





: | 
* 
® 


Type 2001 
Triplex 
Spring Hinges 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U. S. A. 
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A COMPLETE GARAGE SET 


including the Quicklock 
with 5 pin tumbler lock— 












now available at 


a popular price 






HE heart of this new complete 
pee set is the Quicklock, with 
its five pin tumbler lock. With the 
Quicklock, all in one neat, easily han- 
dled container come six strap hinges, 
forming a simple, complete combina- 
tion, ideal for outward-swinging doors. 














The McKinney Quicklock gives cylin- 
der lock protection with the most 
amazing simplicity of operation. Steel 
hooks at top and bottom of the door 
are released by merely turning the key, 
allowing both doors to swing free. 
When the doors are closed, the hooks 
lock over steel holders, all in one 
motion. There are no foot bolts, no 
holes in the cement to fill up with 
gravel, no chain bolts to pull. A turn 
of the key opens— the slam of the door 
closes. McKinney Mfg. Co., Pitts- 
burgh, Pa. 



































Order this McKinney Quicklock Garage Set 
by its number; No. 9031-D. It sells at a popu- 
lar price and makes a quick - moving item. 


McKINNEY 


‘GARAGE HARDWARE 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH 
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N.R.H.A. OFFICERS for 1929-30 


RESIDENT Ross 
is secretary and 
general manager 
of Edwards & Cham- 
berlain Hardware Co., 
Kalamazoo, Mich., a 
past president of the 
Michigan Association 
and for the past year 
vice-president of the 
National. For several 
years he has served 
the latter organiza- 
tion as a_ director. 
He succeeds as N. R. 
H. A. president Mr. 
Lamson of Marl- 
borough, Mass., who 
brought to a fitting 
close, on Thursday 
afternoon of the Okla- 
homa City Congress, 
a very successful year 
as head of the deal- 
ers’ organization 


ICE-PRESIDENT 
Allen is a retail 
hardware mer- 
chant at Palo Alto, 
Cal., and for several 
years has served the 
N. R. H. A. as a 
director 


J. CHARLES ROSS ARTHUR C. LAMSON 
Newly Elected President Retiring President 


W. B. ALLEN HERBERT P. SHEETS 
Vice-President Managing Director 
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“JOHN SMITH, 


(CONSUMER — 


Story Divided Into Five Chapters—One to Each Session 
—Unusual Entertainment, Including Visit to Oil Fiel 
and 101 Ranch ; 


AST year at Boston the N. R. H. A. Congress turned a 
merciless spotlight on Henry Brown, the mythical or 
typical retail hardware merchant. The story of Henry 

Brown, his failings, compensating virtues, his outlook for 
the future, and remedial programs, are well known to the 
hardware trade. This year, at Oklahoma City, Okla., the 
thirtieth annual Congress studied “John Smith, Consumer.” 
John is as typical a consumer as Henry was typical of the 
merchant. 

The story of “John Smith, Consumer,” was divided into 
five chapters, so that one chapter 
could be presented at each of five 
sessions between the opening and 
closing meetings. Following the 
reading of a chapter, five delegates, 
selected in advance, emphasized parts 
of the chapter which they considered 
most important, or analyzed in 


greater detail, certain points which, in their judgment, 
merited this attention. Then came an informal open forum 
discussion from the Congress at large. At the close of each 
session a prominent retail merchant summarized the entire 
session. 
We quote from the official program the following explana- 
tion of the Congress Theme: 
“In the John Smith of this program are embodied all the 
characteristics of the varying types of American consumers. 
“Smith may be a single man, or a married man, with any 
number of children, or none. 
“He may be a wage or salary earner, a member of the 
professions, a farm owner and manager, or the operator of 
his own industrial or commercial en- 
terprise. 3 
“His residence may be in the 
country, the village, or the urban 


KLAHOMA CITY, familiar to the old- 

time range riders, saw J. Charles Ross 
take the N. R. H. A. saddle for 1929-30. 
We here present the artist’s conception of 
the event, picturing Managing Director 
H. P. Sheets, Retiring President Arthur C. 
Lamson and Vice-President W. B. Allen 

bidding the new president good luck. 
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Congress Theme 


center; his place of abode a single room, a rented house or 
apartment, or a home of his own. 

“If a family man, he may be the sole worker, or his earn- 
ings may be augmented by those of his children, or even of 
his wife. 

“His income may approximate $75 a month, $2,000 a year, 
or any other figure in the scale to monetary affluence. 

“But whatever his financial standing and plane of living, 
he is so all-inclusive as to embody all the variables which 
appear in the efforts of the human family to satisfy its wants. 

“It is to John Smith and his kind, with all their differences, 
that Henry Brown, hardware retailer, must adapt his ser- 
vices, and from whom he must earn compensation on the 
basis of service well rendered. 

“So it is Henry’s job to know John so well in the aggre- 
gate that he may be able to determine his own policies and 
best adjust his activities to the requirements of the com- 
munity in which his business is located. 

“Tt matters little whether this business is in the city or 
small town. Its success is dependent upon the patronage of 
John Smith, and to earn and retain that patronage Brown 
must be able to visualize and understand Smith in all his 
variables and fit his service thereto.” 

In the pages which follow you will find complete publica- 
tion of each of the five chapters which make up the story 
of “John Smith, Consumer,” with a resume of the highlights 
of formal and informal discussions and the summaries. 


Election of Officers 


At the closing session Thursday afternoon, J. Charles 
Ross, Kalamazoo, Mich., was elevated from the vice- 
presidency to the presidency of the National Retail Hard- 
ware Association. He succeeds Arthur C. Lamson who has 
served in that capacity during the past year and who pre- 
sided over the 1929 Congress. _ 

W. B. Allen, Palo Alto, Cal., former director, was chosen 
as vice-president and the vacancy caused by his promotion 
was filled by the election of W. B. Martin, Mansfield, Ohio, 
to the board of directors. Other directors retaining office 
are: S. G. Bartel, Evansville, Ind.; C. C. Carter, Carthage, 
Mo.; N. E. Given, Bemidji, Minn.; Thos. B. Howell, Rich- 
mond, Va.; Hugh F. McKnight, Pittsburgh, Pa.; E. W. 
Peterson, Florence, Wis., and J. S. Rhein, Alliance, Neb. 

The advisory board members, who, with the officers and 
directors, make up the Board of Governors, are past presi- 
dents A. C. Lamson, Marlborough, Mass.; R. J. Atkinson, 
Brooklyn, N. Y., and H. R. Beatty, Clinton, IIl. 


Entertainment Features 


A program of entertainment, wide in its scope and pleas- 
ing in its variety was enjoyed by delegates and guests dur- 
ing the 1929 National Congress in Oklahoma City. During 
the week’s stay in the heart of the great Southwest, those 
hours not spent in convention sessions were pleasantly 
passed in recreational activities. The entertainment com- 
mittee, headed by President A. G. Hoge of the Oklahoma 
association and Mrs. Hoge, spread before the visitors a 


CONCHITA 


Cherokee Indian 
girl who greeted 
delegates at the 
registration desk. 
Her name means 
in English ‘Good 
Luck” and that is 
what she brought 
for the Congress. 


program of entertainment which will not soon be forgotten. 

Following the opening session, an informal dance and 
“get acquainted” meeting was held in the Colonial Room of 
the Huckins Hotel. 

The visiting ladies were taken on a sightseeing trip to the 
University of Oklahoma at Norman, leaving the Huckins 
Hotel early Tuesday morning. They inspected various 
buildings and arrived back in Oklahoma City just in time 
for luncheon at the Skirvin Hotel. An Indian program, 
supervised by Chief Sequoyah Starke, was presented at the 
Huckins Hotel on Tuesday evening. Assisted by four 
tribesmen, an unusually interesting program of tribal dances 
was performed for the delegates and guests. The Bell 
dance, Eagle Dance, and Snake Dance were very effective. 
Bridge and dancing followed the Indian dances. 

Wednesday morning found the ladies being transported 
by buses to points of interest, in and around Oklahoma City. 
The trip was concluded by a visit to the Oklahoma Gas & 
Electric Co.’s bungalow where refreshments were served. 
A buffet luncheon was served at noon in the Huckins, at 
which time the delegates and visitors were guests of the 
Macklanburg-Duncan Co.; producer of weatherstrip in Okla- 
homa City. The banquet took place on Wednesday evening 
in the Chamber of Commerce dining room at the Commerce 
Exchange Bldg. Mr. Hoge, president of the Oklahoma 
association, presided. No lengthy speeches were made, but 
important figures in the trade were ‘introduced and spoke 
briefly. A splendid entertainment was presented and danc- 
ing brought a most pleasant evening to a close. 

A special ladies’ luncheon and musicale on Thursday after- 
noon was attended by most of the ladies of the convention. 
Following the convention session, delegates and ladies were 
taken to the oil fields near Oklahoma City. Here they saw 
hundreds of new oil wells and learned the procedure which 
is followed to secure the crude oil from the well and bring 
it to the refineries. 

As a climax to a full week, delegates, guests and visitors 
spent Friday at the well known 101 Ranch of Miller Bros., 
which is at Ponca City. They left the Huckins early in the 
morning, witnessed Indian dancing and singing, enjoyed a 
buffalo barbecue lunch and watched interesting terrapin 
races. A real “wild west” Rodeo was then staged for the 
visitors. It included broncho riding, roping, steer bull- 
dogging and races. The trip back to Oklahoma City was 
started in the late afternoon. 


(Continued on page 162) 
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Meet Modern Competition with Knowledge 
—President Lamson Tells Congress 


fh) eheaeeteagi the specific service 


activities available for members 
of the National Retail Hardware 
Association, and reviewing briefly the 
history and enviable progress of the 
organization since its inception thirty 
years ago, President Arthur C. Lamson 
Marlborough, Mass., officially opened 
the Oklahoma City Congress on June 
24. He paid tribute to the late M. L. 
Corey, the first secretary and to the 
equally important services of others 
who helped lay the foundation of the 
association. Under the title “The 
Road to Progress,” Mr. Lamson in his 
presidential address used the theme 
“What is the future of the Hardware 
retailer?” He analyzed means of meet- 
ing modern competition with a back- 
ground of definite knowledge and told 
how that knowledge could be acquired 
by individual adaption of the results of 
cooperate thinking. With an _ en- 
couraging optimism the N.R.H.A. presi- 
dent saw compensating factors in most 
economic changes. In part he said: 
“Independence of judgment and ac- 
tion are always the prerogatives of the 
independent dealer; it is his to say 
whether or not his store will be 
modernized and his management meth- 
ods be harmonized with the present. 


A Spirit of Change 


“The time in which we are living 
is characterized by a spirit of change 
and a keenness of competition never 
before experienced. Perplexities of the 
past fade into insignificance in the 
contemplation of present problems. 

“Mergers and rumors of mergers fill 
the financial and industrial pages; 
greater and greater grow the mighty 
aggregations of capital. 

“In the field of distribution there are 
new activities and movements, portend- 
ing much or less according to the bias 
or enthusiasm of the interpreter. 

“With all that we read and hear of 
tremendous progress made by so-called 
mass distribution agencies, what has 
been the effect of it all on hardware 
retailers? 

“Our most dependable index is our 
Annual Survey, which shows that the 
ratio of those who made a profit to 
those who netted a loss in 1928 was 
almost exactly two to one, a showing 
substantially better than general ex- 
perience and that of other retailers con- 





cerning whom corresponding informa- 
tion is available. 

“It is my opinion that the more in- 
tense competition of the present and 
the future is having and will continue 
to have the effect of more rapidly weed- 
ing out the inefficient. For those who 
will not adjust themselves and their 
ways to new conditions the end will 
be hastened. 


Compensation Opportunities 

“But, with all our problems today, 
we have compensating opportunities. 
People generally have more money and 
a greater willingness to spend it, and 
the merchant who prepares himself and 
his establishment to share in the selling 
that someone is going to do, will not 
have much to complain about when the 
result is scored. 

“IT am confident that resourcefulness, 
adaptiveness, ingenuity, intelligence, 
persistence, and hard work—in a word, 
that good management, will just as cer- 
tainly now as at any time in the past 
win success for him in whom these 
qualities are expressed. 

“I bespeak for your most careful pe- 
rusal of our annual survey that you 
may gain from it the benefits indi- 
vidually to be had by comparing your 
business experience with that of others. 

“Particularly note the profit-makers, 
a new feature of the study, showing the 
reasons for the better showing in the 
case of the more successfu¥ hardware 
merchants. 

“This survey provides the easiest 
possible way of analyzing your own 
business to discover your points of 
strength and of weakness, indicating 
where you may stress for even greater 
accomplishment, or apply correction if 
that be needed. 

“Definite information and positive 
direction in the matter of sales, ex- 
penses and their relationship to profit- 
making; in buying, the control of in- 
ventory, and the adjustment of stocks 
to requirements of the store’s custom- 
ers, are indispensable these days with 
their demand for scientific and economic 
merchandising. 

“Without them the hardware men 
can hardly hope for satisfactory re- 
turns, or expect long to continue. 

“Efforts at encouraging the adoption 
of adequate methods for the accom- 
plishment of these things have had fair 
response. If any of you are not entirely 





familiar with what the association has 
prepared for its members, I would urge 
that you learn fully about it at the 
earliest possible moment and that you 
make yourselves each a missionary to 
inform your fellow dealers. 

“Another important activity of the 
past year, the results of which have 
but recently begun to make their ap- 
pearance, is a stock rating study, in 
which our staff had the helpful and ap- 
preciated cooperation of two prominent 
wholesalers. 

“Comprehensive studies have been 
made of various hardware lines to de- 
termine the best selling items. With all 
information carefully tabulated, calcu- 
lations have been made, showing to the 
hundredth of a per cent the rate of 
sale, both by units of the commodity and 
by their dollar value. 

“This is the first time that such a 
study has ever been undertaken and the 
information which it produces will 
enable each dealer to intelligently check 
his stock and find which numbers sell 
and which are shelf-warmers, which 
deserve sales effort and display, and 
which, perhaps, may as well be dis- 
continued entirely, and the proportion 
of inventory appropriate to various 
styles, sizes, patterns, grades, numbers, 


etc. 
The Hardware Council 


“With our representatives actively 
participating, the Hardware Council 
continues its excellent work in the 
study of trade problems and an im- 
portant communication from it is prom- 
ised for the near future. 

“In an effort to cover broadly the 
whole category of complexities affect- 
ing the entire industry and to consider 
fundamentals underlying the situation 
generally, rather than to discuss sep- 
arate surface manifestations, the coun- 
cil, in a report adopted in January, 1928, 
defined the problem of hardware dis- 
tribution comprehensively. 

“It assigned to each branch that sec- 
tion pertaining to the problems within 
its province and our program at Boston 
was based upon the retailing section of 
that report. Our conclusions there as 
expressed in the Program of Applied 
Activity constituted our answer to the 
questions assigned us and as such have 
been submitted to the council. 

“The two jobbers’ associations at 
their meetings in Atlantic City last fall 

(Continued on page 152) 
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OHN SMITH’S HARDWARE 


thinking. A bit of information 
in a business paper had caused 
him to stop and ponder. 

It was that in 1914 the national in- 
come was thirty-three billion dollars. 
In 1928 it had increased to ninety bil- 
lion. The per capita income has risen 
from $339 in 1914 to $750 in 1928—a 
gain of 121 per cent. 

This was due in part to a decrease in 
the value of the dollar—or increased 
prices. But allowing for that, it meant 
that there are many, many more dollars 
to be spent for something. 

And Henry Brown felt he was not 
getting his share of this increase. That 
fact disturbed him. His sales in 1928 
were only 78 per cent more than in 
1914. 

“But it isn’t my fault,” he protested 
to himself. “I have good merchandise. 
It is fairly priced according to my costs. 
I give good service. People just don’t 
buy as much hardware as they used 
to. 

“Then the chains cut in. People go 
to the variety chains for some things, to 
mail order chains for others. The man- 
ufacturers shouldn’t sell such concerns 
at preferential prices. Consumers 
shouldn't fall for the cheap stuff chain 
stores offer. 

“Everybody seems to be picking on 
the hardware line. The drug store 
shouldn’t sell paint and cutlery and elec- 
trical appliances. The lumber yard 
should stick to its boards and let me 
have the builders’ hardware _ busi- 
ness ig 

He stopped in the middle of his 
mental lamentations. 

Nice fellow, Paul! Everybody spoke 
well of him. He recalled how he and 
Paul had exchanged opinions about 
business one day. Both had agreed 
that business was rather bad. They 
discussed the reasons. Paul took the 
lead. He said he had good merchan- 
dise and reasonable prices, but there 
was a lot of unemployment; the 
farmers were hard up. 

“Why, there isn’t another town in 
the United States where people shop so 
much and buy so little!” he had de- 
clared. 

After a lot of alibis, Paul concluded 
with the statement: “There are many 
reasons why business is poor !’’ Henry 
Brown had agreed. 

But Paul Johnson had failed short- 


H iin BROWN sat in his office 


ly after that conversation. His store 
room was vacant and Paul had taken a 
position with a furniture store in an- 
other town. Paul’s alibis hadn’t saved 
him. 

Then it dawned upon Henry that 
alibis never saved anybody. 

“Here I am making excuses to myself 
like a small boy trying to persuade his 
father that he doesn’t deserve a lick- 
ing,” he mused. “Why don’t I face the 
music like a man?” 

He turned again to the business pa- 


Mrs. J. Charles Ross and J. Charles 
Ross, Kalamazoo, Mich., newly elected 


president, N. R. H. A. 


per that had started this train of 
thoughts and read: 

“There never was a time when peo- 
ple were spending so freely as they do 


today.” Henry stopped again. “By 
George, that is right! People right 
here in this town are spending money 
as never before. If I don’t get my 
share, whose fault is it? I am not 
going to alibi myself out of business.” 


Henry Brown Studies His 
Market 


So, instead of making excuses, Henry 
Brown started to think through his 
problem. “What can I do to increase 
sales and profits? WHAT CAN I DO? 

“Well, the first thing is to see what 
my opportunities are. How much 
money is there in this community? 
Where does it come from? How much 
is spent annually for hardware? How 
much is going to others that might just 
as well be spent with me How can I 
get more customers? Where is addi- 
tional business to be had? Who are 
my customers now? Where do the 
people who are not my customers buy 
their hardware, and why? 

“The first thing for me to do is to 








study this community.- Ill analyze it 
just as the manufacturer must survey 
thousands of communities in order to 
market his goods.” 

This was a new kind of job for 
Henry Brown. Yet common sense told 
him that the only way to analyze any 
problem is to separate it into parts and 
study each part. 

His thoughts turned naturally to his 
farmer trade. A considerable portion 
of his business had always come from 
this source. : 

“How many farmers are there in 
my territory, anyway? 

“What crops do they raise? 

“What income do they have? 

“How much hardware do they need? 

“Where are they likely to buy it?” 

Henry started to figure. 


The Farm Community 


“How far do I draw customers?” 


.He could name people living three miles 


from town, five miles out, eight, ten 
and even fifteen miles. Yet he knew 
that neighboring towns and villages 
had hardware stores that enjoyed the 
patronage of these same farmers. 

Finally, he decided to let his survey 
cover a distance of six miles in each 
direction, or a territory twelve miles 
square. That made 144 square miles, or 
92,160 acres. 

Henry had started on the right 
course. He needed more business and 
with competition so keen it’s unsafe 
to trust to luck. Modern necessity dic- 
tates that the merchant who wants in- 
creased sales must have some reason- 
able idea of where they are to be 
found. He can do this only by an- 
alyzing the possibilities of his trade 
area. 

These vary naturally, with the ter- 
ritory, climate, soil, transportation 
facilities and the kinds of merchandise 
handled. 

Development of the possibilities 
depends upon the merchant. 

To plan intelligently to get farmer 
business the merchant must know the 
type of farming, size of farms, the 
crops and livestock raised, the number 
of farms operated by their owners and 
the number worked by tenants. 

To get these facts, Henry Brown 
visited the Chamber of Commerce and 
the office of the Farm Bureau, where 
he found data: tabulated, showing the 
average conditions in his section. He 
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DOLLARS 


listed the information for the portion 
composing his trade territory and start- 
ed to analyze. 

Corn was the most important crop, 
using one-third of the cultivated acre- 
age. Wheat was second and oats 
third. Soy beans, timothy, rye, barley, 
clover and potatoes were raised to 
some extent. 

A considerable portion of the corn, 
oats, hay and other crops were fed to 
livestock, the sale of which constituted 
a considerable fraction of the farm in- 
come. Hogs, milk, cream, poultry and 
eggs were important factors. Some 
fruit was also raised commercially. 

Brown found that there were in the 
144-mile area approximately 460 farms, 
averaging 200 acres each. _ Forty per 
cent of these were operated by tenants. 

In a typical year the money value of 
products of these farms was: 


MEM s \aorave bash <a prele se 2 os BN $240,120 
OME. 6 dstsosnnatcns sc enci 110,722 
i SER PE See aA: 80,040 
Lo MORE SS ee Daren I53. 168,084 
MONUREES Lorch oy 410) 94 0)9-090 jorataie ans 264,132 
PORE FP POGNCUS 6 0%5.c.nie0.0.0:9 » 198,766 
Other Products... . 0.2.05. 272,136 


This made a total farm income of 
$1,334,000, or an average of $2,900 a 
farm. 

Brown then tried to list by name 
farmers of this area and found there 
were many he did not know. So he se- 
cured a map of the county from which 
he made an enlarged map of the ter- 
ritory. He began locating the farms he 
knew by sketching in their positions 
on this map and writing in the names 
of the owners or tenants. 

Through consultation with the farm 
advisor, the rural mail carriers and 
others he increased his information un- 
til he had on his map a reasonably ac- 
curate picture of the location of each 
farm with its owner or tenant. 

With his map completed, he decided 
to utilize time when business was slack 
by visiting these farmers. 

This made him more familiar with 
the sizes of the various farms and the 
products raised on each. He was able 
to renew acquaintance with customers 
and get acquainted with farmers who 
were not his customers. 

He developed many sales leads. Here 
he found a prospect contemplating the 
purchase of a radio, there a man plan- 
ning to build a new barn. Another was 


This Is the First Chapter of the Convention Story 

-y “John Smith, Consumer’ and Was Presented to 

the Tuesday Morning Session of the Congress, for 
Discussion by the Delegates 


ings. Sometimes the items were small. 

And so it went. While Brown was 
out after the information needed for 
his survey, he developed contacts with 
actual and potential customers. 

He was impressed that frequently 
the men on whom he called, even 
though they gave no indication of be- 
ing in the market for anything at that 
time, dropped into his store the next 
time they were in town. 

When he was through he had an ac- 
curate list of all the farmers in this 
trade area, both owners and tenants, 





Mrs. A. C. Lamson and A. C. Lamson, 
Marlborough, Mass., retiring president, 
R. H. 


the principal crops, condition of the 
buildings and something about each 
man and his family. 

In another book he listed the sales 
leads that had been developed, arrang- 
ing them as nearly as possible to the 
proper dates when these prospects 
should be approached about buying. 


Community Industries 


He then undertook to list the indus- 
tries in his town, a comparatively sim- 
ple matter because of his long residence 
there. Later he secured from the 
heads of various plants information as 
to the number of employees and the 
average payroll. 

He found that the aggregate weekly 
payroll of the industries in his town 
amounted to approximately $30,000, 
and that the income of the average fa- 
mily, the head of which was employed 
in such industries, was in the neigh- 
borhood of $1,500 a year. 

In his visits to gather such informa- 
tion he also inquired as to what plant 
requirements might be served from his 
stock. In some instances they bought 
in large enough quantities to preclude 
the possibility of his selling them. 

But he found that there were emer- 


gency calls, times when material is 
wanted immediately, and such business 
usually went to the local firm that 
showed sufficient desire to ask for it. 

He compiled a list of tools, glue, 
white lead, shovels, bolts, sand paper, 
emery cloth, files and kindred items 
that he might reasonably expect to be 
called upon to supply from time to 
time. 

In such items as bolts and files he 
was careful to note the sizes or kinds 
usually needed and to carry a some- 
what larger stock of these than usual, 
for the purchasing agents told him that 
much business was sent out of town 
because when they happened to need 
two or three hundred bolts of a cer- 
tain size, or several kegs of nails of the 
size used for crating, they found it 
difficult to get the quantity locally. 


Local Business Concerns 


Brown’s next clue as to the source 
of information regarding his commun- 
ity came from a conversation with a 
traveling salesman. From him he 
learned that it is a common practice 
for traveling salesmen, when they visit 
a new town, to study the classified sec- 
tion of the telephone directory to de- 
termine what firms might be possible 
prospects for their merchandise. 

“Why shouldn’t I do the same 
thing?” he asked himself, and after 
some’ study he concluded that here was 
a very important avenue of informa- 
tion. 

Brown studied each business listed 
in this directory from the standpoint 
of possible hardware requirements. 
Wherever warranted he listed each 
firm operating in a given line and the 
kinds of merchandise which it must se- 
cure from some hardware outlet. Other 
classifications he omitted, concluding 
that the purchases of hardware re- 
quired for the conduct of such busi- 
nesses were too small to justify par- 
ticular effort. 

There were, he found, nine coal deal- 
ers in his town. They required scoops, 
forks and wheelbarrows. They were 
buying them from time to time from 
some source. Why not from Brown? 

He made a list of contractors, noting 
from personal knowledge and other- 
wise, those whose credit was satisfac- 
tory and who did not trade with him. 
The contracting painters formed an- 
other list. 4 








figuring on repainting his farm build- 
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Henry was beginning to realize the 
value of getting data on paper. For, 
while he felt that he knew all of these 
buyers, he found as their names went 
on paper that there were a number 
with whom he should contact much 
more frequently than in the past. 

It is rather natural with such trade 
to establish a certain clientele and for- 
get the rest. That is what Brown had 
done. 

The cemeteries—what was required 
for their upkeep? With the names of 
their superintendents he listed hose, 


Mrs. Scott and A. J. Scott, Marine City, 
Mich., secretary, Michigan Association 


lawn mowers, garden barrows, turf 
edgers and kindred items. 

For the parks he made a similar list. 

Photographers? Brown recalled that 
at times he had sold some large en- 
ameled pans to one of them to be used 
as developing trays. But he had never 
followed up the lead. He made his 
note and mental resolve to mention 
them to the photographers the next 
time they met. 

Butcher shops? Knives, steels, block 
scrapers, saw blades! 

Realtors? Important people to culti- 
vate. ._ Building houses from time to 
time, repainting old ones to make them 
more salable. They knew who were 
trying to sell property, who had 
bought—two types of prospects when 
the home was not a new one. 

He went through that classified 
directory as with a fine tooth comb. 

The hotels, restaurants, bakeries, ice 
companies, creameries — practically 
every business concern in the town was 
a prospect for something in the hard- 
ware line—if one knew what it was, 
and if one would but keep the matter 
in mind for casual mention where the 
amount was small, or make a special 
call when circumstances seemed to 
warrant. 

In thinking about the sales possibili- 
ties of his community, Brown came to 
the civic and other _ institutions— 
schools, colleges, hospitals, county 
home, prison, court house, and other 
city or state office buildings. 


The Institutions 


He included the Y. M. C. A., the 
Y. W. C. A., the clubs, all of which 


need supplies of one kind or another. 
Many buy a wide variety of goods. In 
some cases the demand is for kitchen 
equipment, in others there are large 
lawns or gardens. Some operate farms. 

While competition is usually strong 
for all such business, Brown recog- 
nized that all business is competitive 
and that his portion would likely be in 
line with the effort he made to get it. 
But what could he sell to these vari- 
ous institutions ? 

Brown thought of paint, light bulbs, 
electric appliances, laundry equipment 
and supplies, kitchen equipment cut- 
lery, crockery, lawn and garden tools, 
florist supplies, hose, mops, brooms, 
builders’ hardware, carpenters’ and me- 
chanics’ tools, plumbing supplies, jani- 
tor supplies, screen wire and many 
other items. 

He divided each school into a four- 
way prospect. There was the list of 
materials required for maintenance, a 
second list for manual training sup- 
plies, a third of domestic science equip- 
ment, and a fourth of athletic supplies. 

Since different institutions have dif- 
ferent requirements, the more Brown 
studied the situation, the more he be- 
came convinced of the great scope and 
diversity of the possible market. 

When Henry Brown began to use 
the information he had tabulated about 
the business concerns and the institu- 


Mr. and Mrs. J. S. Rhein, Alliance, 
Neb., director, N. R. H. A. 


tions in his community, the business 
men he met took on a new aspect. 

He visited with them more, and 
with definite purpose. He might drop 
casually into the drug store for a soda, 
but before he left he was likely to in- 
quire whether or not they needed ice 
cream dippers, or some other hard- 
ware item. 

He stopped to chat with the school 
superintendent, and though they visited 
very informally, Brown knew before 
he left whether or not any interior 
decorating was to be done, or whether 
there was need for additional equip- 
ment for the manual training or do- 
mestic science departments. 

He was amazed at the potential mar- 
ket for hardware in his community. 








He confessed to himself that he had 
very poorly cultivated this market. He 
had not realized the need for knowing 
what people want and seeking to sup- 
ply it. He came to look upon everyone 
from the standpoint of “What do you 
need that I have?” 

A story he had heard took on a new 
meaning. It was how the merchants in 
a certain sizable town had bemoaned 
the fact that there were no factories 
to provide larger payrolls, and for the 
most part overlooked the importance 
of the state university located in their 


Arthur E. Moreau and Mrs. Moreau, 
Manchester, N. H. 


midst with the equivalent of almost 
2000 employees and an annual pay- 
roll of $4,510,000. 

It would have taken several factor- 
ies of considerable size to have supplied 
an aggregate payroll of equal total, in 
addition to which there was a student 
body of 10,000 people spending ap- 
proximately $500 each year in the com- 
munity. 

Considering these expenditures, as 
well as the amounts left locally by 
thousands of visitors, drawn to the 
town by various college events during 
the year, it was conservatively esti- 
mated that the university was respon- 
sible for putting ten millions of dollars 
into circulation in that town annually 
—in that town where most of the mer- 
chants were declaring that factories 
were needed to make better business. 

“Possibly,” he soliloquized, “we are 
thinking so much about the things we 
do not have that we wholly forget the 
opportunities we do have.” 


City Consumers 


Henry Brown next undertook to 
survey the general city population. He 
already had information on the fac- 
tory workers. But as the family in- 
come goes up, the family spends a 
smaller percentage of its income on 
food and has more for other goods. 

For example, the working class is 
said to spend 38 per cent of its income 
for food, while a group of professional 
class families spend only 17 per cent 
of its income for the same purpose. 

In this connection, Henry was inter- 
ested in the report of the Bureau of 
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Labor Statistics, showing the average 

expenditures of a group of wage earn- 

ers and a group of professional men: 
WAGE EARNERS 


Type of Expenditure: 
Percentage Amount 


OE aiivsmicencs 38 $549 
Clothitig- ..5.%.. 17 238 
ree 18 262 
Furniture and 
Furnishings .. 5 73 
House Operation ae 
Miscellaneous ... 22 306 


PROFESSIONAL MEN 


Type of Expenditure: 
Percentage Amount 


POOR is-0.43os sees 17 $894 
CIOUNNE 605s 10 489 
oC) ee 17 871 
Furniture and 
Furnishings ... .. tone 
House Operation 13 746 
Miscellaneous’... 43 2512 


Families with the higher incomes do 
not need to spend such a large portion 
of their incomes for food and clothing 
and so have more to spend for house- 
hold furnishings, amusements, sport- 
ing goods, and other items. 

Henry Brown realized that his busi- 
ness must come out of expenditures 
for buildings, house furnishings, and 
the great number of miscellaneous 
items. It was therefore important for 
him to know the number of families 
in his town with fairly large incomes. 


Made Up a Test 


So he took his list of business and 
professional men as compiled from the 
telephone and city directories and se- 
lected the names of those thought to be 
financially best-to-do. 

He knew that many such men were 
employed in positions which did not 
occasion the listing of their names in 
the classified section of the telephone 
book. So he consulted the tax records 
at the court house and made up a list 
of the larger property holders. 

He also got lists of the members of 
various clubs in the town and the 
executives at the factories. 

Consolidating these to avoid dupli- 
cation, he found he had the names of 
four hundred of the more prosperous 
families in the town, which he could 
use for direct mail advertising on me- 
chanical refrigerators, sporting goods, 
floor lamps, paint, wrought iron fix- 
tures and fittings, stoves, and such spe- 
cialties as he might add from time to 
time. 

Out of this came the idea of can- 
vassing these families as he did the 
farmers to find which live in houses, 














which in apartments, which have gar- 
dens; which do their laundry at home, 
and similar information as a guide to 
sales planning. 

He did not expect to find out in 
each case whether the man of the house 
plays golf, fishes, hunts, or gardens, 
but he did hope to secure many sales 
leads that he might follow up with 
profit. 

Henry Brown realized that the 
groups so far considered did not make 
up the entire population of the town, 
numbering about 10,560 or 2400 famil- 
ies, leaving the farm population out of 
consideration. 

From the census report and consul- 
tation with the postmaster, he reached 
the conclusion that there were ap- 
proximately 960 factory workers’ fa- 
milies, and 400 of the higher income 
class families. This made a total of 





LeRoy Smith, San Francisco, Cal., 

secretary, California Association with 

H. L. Boyd, secretary, Southern Cali- 

fornia Association, talking over the 

convention. Notice those sunny Cali- 
fornia smiles! 


1360 families and left 1040 families 
to be accounted for, the latter being 
made up chiefly of retail salespeople, 
men working in the building trades, 
unskilled laborers, the smaller business 
men, retired farmers, and so forth. 

All these people need hardware from 
time to time. 

Doing some more figuring to com- 
pute the total income of his community, 
which he considered to be as prosper- 
ous as the average in the county, he 
found that the per capita income for 
1929 is estimated at $840. Eight hun- 
dred forty dollars multiplied by 10,560 
gives $8,870,400 as the town’s estima- 
ted total income for 1929. 


Figures Out Sales 


“But what I want to know is how 
much hardware should I sell,” said 
Henry to himself. So he hunted some 
more, and found figures purporting to 
show the distribution to total income 
spent at retail by urban populations for 
hardware and allied lines. 

According to one estimate consumers 
spend 1.23 per cent of their total in- 








come for hardware tools, farm imple- 
ments, arms, ammunition, and stoves. 
This would mean for his town a total 
volume of $109,000 on these items 
which are commonly purchased in the 
hardware stores. 

Then there was a list of articles 
which he sold and which he considered 
as belonging to a hardware store, but 
which are also sold by other types of 
stores. This includes paint, toys and 
games, crockery, chinaware and glass- 
ware, the purchase of which is said to 
take about 0.65 per cent of the total 
income. In such lines there was an 
estimated business of $57,675 in his 
town. 


A Merchandise List 


A third list of goods included many 
articles which he sold and also articles 
which he did not handle. In this list 
were: automobile parts and accessor- 
ies, cameras and photographic supplies, 
electrical merchandise, harness, house- 
furnishings, building materials. other 
than lumber, bicycles and accessories, 
1adios, plumbing and heating equip- 
ment, and household supplies. 

For such commodities the urban 
population spends, according to an es- 
timate, 5.85 per cent of its total in- 
come. This means a volume of 
$519,000 in Henry’s town, and he de- 
cided that if the demand was sufficient, 
le could as well sell them as anyone 
else. 

Adding all these figures, represent- 
ing estimated purchases within the 
town, showed: 

$109,000 for regular hardware ar- 
ticles. 

$57,000 for goods, which he might 
sell as well as anyone else. 

$519,000 for goods a good portion of 
which come in the general field of hard- 
ware. 

A total of $685,000 for the town 
alone, and not including purchases by 
farmers, nor the*tools and other goods 
bought by dealers, factories and others 
from wholesale supply houses. 

“I guess there is lots of business for 
me if I go after it,” said Henry; and 
he studied the lists again. 

“Looks to me like the big volume is 
in things not included in what I have 
always considered orthodox hardware. 
Looks like I will have to branch out 
more if I’m going to grow. I'll have 
to discontinue some articles and add 
others to meet the changing needs of 
the consumers. 

“What do the consumers want any- 
way? I guess I had better find out 
more about the consumer’ and what he 
wants. That’s my next job. For, 
after all, the consumer is boss. He 
can make or break any dealer—or any 
manufacturer, for that matter.” 
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ALLING for action based on 
C good judgment, which comes only 

with knowledge, E. E. Brenner, 
Marshalltown, Iowa, opened the Tues- 
day morning formal discussion of “John 
Smith’s Hardware Dollars,’ which is 
Chapter One of the story “John Smith, 
Consumer.” He told how he had anal- 
yzed his own trading area, finding a 
total of 100,000 people in it. He had 
found that it had greatly increased in 
recent years, due to paved roads; so he 
studied both industrial and farming 
activities in this enlarged area. It de- 
veloped that 40 per cent of the farmers 
in that area were owners and 60 per 
cent tenants; that corn represented 40 
per cent of the crop, and that hogs were 
the biggest income producers in the live- 
stock end. Further investigation showed 
a tendency toward greater diversifica- 
tion, better farming with a better in- 
come. He was very keen in urging the 
delegates to conduct similar surveys, 
saying he had found this information 
of great value in his selling plans and 
made his approach personal calls to far- 
mers much easier as he met them on 
more or less common ground. As he 
explained his experiences, Mr. Bren- 
ner likened them to the various points 
in the first chapter of the convention 
story, emphasizing that facts must be 
used. 

Stating that business goes where it is 
invited and stays where it is well 
treated, Veach C. Redd, Cythiana, Ky., 
president Kentucky Association, urged 
all hardware men to go out and ask for 
business, in that there is nothing so po- 
tent in selling as personal solicitation. 
He said sales to local business concerns 
represented a profitable but much ne- 
glected market, easily cultivated by a 
little study of the requirements. Among 
the neglected fields in every town the 
speaker mentioned garages needing 
bolts, nuts, paints, screws, wire and 
tools; restaurants requiring garbage 
pails, kitchen equipment, cutlery items, 
special cutlery, ice scrapers, dishes, and 
tableware. He told how estate admin- 
istrators for minor children were re- 
quired by: law to maintain properties 
and so were constant buyers of paint, 
lawn goods, etc., and were not shoppers, 
and would appreciate a direct personal 
selling appeal from a reputable mer- 
chant. 

Mr. Redd reminded the Congress that 
bankers had short working hours and 








Action Based on Good Judgment Keynote 
of Tuesday Morning Session 


probably, as a group, had the most leis- 
ure hours. This gives them ample time 
to garden, paint, fix up things about 
home or play golf, tennis, or go fishing. 
Bankers should be intensively culti- 
vated. He told of his experience in 
selling a banker tools. This financial 
man, able to buy the best, had a hobby 
of tools and making things. He told 
Redd of his home model workshop. 
The speaker cited a few other ex- 
periences similar to suggestions in the 
formal program. An interesting story 





Mrs. Elson and Murray Elson, Hib- 
bard, Spencer, Bartlett & Co., Chicago, 
Ill. 


being how he sold $8,000 worth of heat- 
ers; one-third of them in August, by 
analyzing on the phone and following 
up all likely prospects. 

In closing, Mr. Redd said Henry 
Brown must buy goods he doesn’t 
handle for resale, from local merchants 
at retail if he expects them to buy hard- 
ware and related lines from the Brown 
store. 

Preliminary to his comments on sell- 
ing public institutions, Robert Russell, 
Holyoke, Mass., president, New Eng- 
land Association, said he disagreed 
partly with the program suggestion of 
making out lists of requirements unless 
a personal call was made: on each pro- 
spective institution buyer. His thought 
was that a list of requirements would 
tend to limit sales activities. His sug- 
gestion was that a list of institutions 
be made up by the store owners, then 
copies given to all associates with an 
invitation to add further names. The 
next step is to learn the names of key 
men in the institutions, preferably those 
in charge even though they do not do 
the actual buying. Cultivate these first 
and then work on the actual buyer. 





Mr. Russell said he assigns his best 





men to handling the institutional sales 
work, making the assignments with a 
view of getting the maximum results on 
each prospect. He had found that often 
institution heads felt lonesome and 
seemed to think they did not belong to 
the local community. Get these fellows 
in your store, and make them feel they 
are an important part of the com- 
munity and you will be surprised at the 
results, the speaker concluded. 

In Michigan, competition for indus- 
trial business is pretty tough, but the 
hardware man can get a profitable trade 
of odds and ends and always get his 
money promptly, A. E. Vandervoort, 
Lansing, Mich., told the Monday morn- 
ing session. He expressed a greater 
interest in selling various athletic 
equipment to industrial employees who 
had the backing of their company wel- 
fare department and to the latter de- 
partment as they were good buyers of 
sporting goods. Though far away from 
navigable waterways Mr. Vandervoort 
told how he had sold 40 boats and 140 
outboard motors because people don’t 
like to buy such equipment from cata- 
logs—they want to fondle, pet and 
handle a boat. The boat business he 
handles in a corner store between which 
and his regular store is the mail order 
house branch retail store. 

Martin Van Dussen, Rochester, N. 
Y., concluded the formal discussion on 
Chapter One of the story “John Smith, 
Consumer.” In part he said: 

“Henry Brown is coming out of 
the fog. Instead of throwing mud at 
everybody who had the audacity to en- 
croach upon what he seemed to con- 
sider his divine rights, today we find 
him on dry land, shoulders back, chest 
out, head up, realizing that he has a 
problem to solve. Henry has been 
studying statistics, finding out where 
John Smith lives, what he does, how 
much he makes and what his habits are. 
Now he asks, not in desperation, but 
with grim determination, “What does 
John Smith want from me anyway?’ 
Well, the John Smith I know is just an 
ordinary fellow. 

“I want what I want when I want it, 
you want what you want when you 
want it. He wants what he wants when 
he wants it. When John Smith goes 
into a hardware store for hardware, 
he wants hardware. 

“He doesn’t care a hang whether the 
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and Mrs. Wachter. 


paticular article he wants is a slow 
mover or one that turns every day. 
The question is not ‘what can I sell 
John Smith when he comes in?’ Be- 
cause he isn’t coming in unless he 
thinks he can get what he wants. The 
question is ‘what does John Smith 
want.’ 

“The report suggests various ways of 
finding out what John: should want, but 
the only way to learn definitely what he 
actually does want is to get him to 
come in and ask for it. We have found 
that after he gets what he wants he is 
quite apt to stick around and pick up 
some other things he sees, but when he 
does not get what he wants he can’t get 
out of the store fast enough. 

“Once I read about an investigation 
carried on, outside of Washington, to 
find out why people quit trading at cer- 
tain stores. The investigators found 
that a certain percentage left because 
the service was poor, others because 
the prices were too high and some be- 
cause the quality of the goods was un- 
satisfactory. ._ Not one person left 
because he had stuck the merchant for 
a few dollars.after he was good enough 
to trust him. 

“T consider an investigation of that 
kind a lot of bunk and a waste of time. 
Much more can be accomplished by 





3. D. F. Barber, Boston, Mass., past N. R. H. A. president and J. H. Smith, Pascog, R. I. 
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learning why customers have remained 
loyal and then expanding and develop- 
ing those advantages .and attributes so 
they can make for more and greater 
loyalty from more customers. 

“If John Smith needs 2-3 in. screws 
to fasten the arms of an old chair and 
the hardware store doesn’t have it, is 
he going to take 2-144 ih. screws 
instead? Will he be satisfied with ex- 
planation that we have discontinued 
that size because Sears, Roebuck 
doesn’t carry it? I think not. 

“Henry Brown says, ‘The big volume 
is not in what we have always con- 
sidered orthodox hardware.’ Granted. 
But the big pull is, I believe, that 
orthodox hardware is the backbone of 
the business, because it is what John 
Smith wants and expects to get in your 
store and mine. You can roll your 
eyes, wag your tongue, clap your hands, 
kick up your heels and maybe some of 
you can wiggle your ears, but take out 
your backbone and you’re sure to turn 
up your toes. An investment of a 
couple of thousand dollars in slow mov- 
ing goods (not dead stock or overstock) 
is mighty cheap advertising it it gets 
you the reputation of having what the 
consumer wants when he wants it.” 

In the informal discussion which fol- 
lowed N. R. H. A. director W. B. 





Allen, Palo Alto, Cal., said he hoped 


| all delegates would make studies as 


suggested, and A. Gunn Haydon, Rush- 
ville, Ind., said he thought the same 
and emphasized the need of clean stores 
to attract women customers. J. F. 
Small, Norfolk, Va., said he felt like 
a piker now that he realized from the 
session how fine and large a market 
there was for every hardware man. 
Another said he found 60 per cent of 
his present business in lines he didn’t 
handle seven years ago. 

George Minnier, Burlington, Iowa, 
commented on the lack of hardware 
store advertising in newspapers of the 
country, whereas you always find drug, 
department and other stores featuring 
in. their ads materials which hardware 
men sell. L. E. Jacobs, Auburn, Me., 
said hardware men should sell them- 
selves, first to the community, be a part 
of it and really become useful enough 
to attract favorable publicity. 

H. H. Meyer, Shawano, Wis., told of 
his experiences in studying farmers and 
farm conditions. He knows crop status, 
rotation of crops, use and maintenance 
of farm equipment and by being useful 
to farmers and dairymen of his trading 
area he retains their good-will and 
patronage, in spite of price competition. 
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Chas. H. Casey Summarizes Tuesday Session 
on John Smith’s Hardware Dollars 


S the closing feature of the Tues- 

day morning session, Charles H. 

Casey summarized the highlights 
of Chapter One, “John Smith’s Hard- 
ware Dollars.” Mr. Casey, a past N. R. 
H. A. president, and now manager and 
treasurer of the Minnesota and South 
Dakota Associations, emphasized some 
of the points brought out in the discus- 
sions, saying, in part: 

“As I get this picture of ‘“Brown’s 
Hardware Dollars,” it is up to every 
retail hardware merchant of the coun- 
try to figure out for himself, in his own 
trade area, the resources of the people 
who live therein, and cultivate to the 
very limit of his: ability, every avenue 
and every possible spot. 

“He may -think he is doing a good 
job now, when he uses the methods that 
have been in vogue for the past twenty 
years, but in our humble opinion, those 
methods of business promotion, gen- 
erally speaking, are as obsolete as are 
the hardware stores that were arranged 
and equipped two decades ago. 

“Among the many things that were 
presented in the reports read to you this 
morning, before the discussion, all of 
which, I believe, a successful hardware 
retailer must do to a greater or less 
extent, according to his limitations of 
territory, and the size of his town, one 
of the most important for him, and it 
was touched on very lightly, if at all, 
is to get his store equipment for the 
layout of his merchandise right down 
te date. We believe that it is just as 
essential to do this nowadays, as it is to 
advertise and solicit by personal visits 
among his customers. 

“T believe that Henry Brown should, 
if he has not already done so, install 
first, Expense Control, so as to budget 
his expenditures, according to the best 
estimate he can make of his probable 
income, and then guide himself along 
the lines laid down at the beginning of 
the business: year. This is being done 
by a great many hardware merchants, 
and, in some cases, it has been the means 
of saving them from going on the rocks. 
It is easy for any man of ordinary brain 
power, and every State hardware asso- 
ciation is in shape to help their mem- 
bers get started. 

“After he has installed Expense Con- 
trol, he should undertake Unit Mer- 
chandise Control on at least the leading 
lines of his business, with the idea of 
extending it as rapidly as he can to the 


major portion of his business. It is 
the only way he can possibly hope to 
compete with the fierce and hectic com- 
petition that we are all up against in 
every part of the country, whether it is 
north, south, east or west, and whether 
he has a mail order chain store in his 
town, or whether it is fifty miles to the 
nearest one. 

“I am positive that a consumer who 
has visited the neat and attractive dis- 
plays of the chain organization, or who 
has the privilege of dealing with a hard- 
ware merchant that is up to date in this 
respect, will never be satisfied to con- 
tinue supplying his wants, even leaving 
price consideration out of the question, 
at a hardware store that is little or 
nothing more than a glorified blacksmith 
shop. If we are to be allowed to enter- 
tain the ‘consumer’s hardware dollars’ 
we must be dressed up to meet them 
when they come. 

“If we hope to make a profit out of 
the hardware business, we cannot go on 
carrying a lot of merchandise that turns 
only once every ten or twelve months, 
every year and a half, two years, or, in 
some instances, that have been discov- 
ered, once in four years. We must, 
whether we like it or not, place the mer- 
chandise the consuming public is buying, 
at a place in the store where they can 
readily see and get it, when it is sea- 
sonable, regardless of whether it suits 
our own personal taste or not. 








“We must study the methods of our 
successful competitors, and conform to 
the practices that have made them suc- 
cessful, and weed out from our stocks 
the items that are called for only rarely. 

“I remember hearing something in the 
report read this morning to the effect 
that Henry, in his musings, said to him- 
self: ‘There never was a time when 
people were spending so freely as they 
are doing today,’ and Henry stopped 
and soliloquized, ‘By George, that is 
right; people right here in this town are 
spending money as they never did be- 
fore.’ 

“In Henry’s effort to corral a reason- 
able portion of John Smith’s hardware 
dollars, it seems to me that he is sadly 
lacking in his advertising appropriation. 
The great bulk of hardware merchants 
are poor advertisers. I have had men 
who were excellent salesmen tell me it 
was absolutely impossible for them to 
prepare a newspaper advertisement. 
The reason for this, I believe, is that 
when they are talking, their ideas flow 
right out more or less unconsciously, 
but when they take a pencil and put 
those down where they can see them, 
they become self-conscious and embar- 
rassed. With a determination to over- 
come this, it should not be a serious 
hindrance. 

“However, I do not believe that the 
real reason is their lack of ability to 

(Continued on page 152) 
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WHERE SMITH’s HARDWARE 


better find out all he could 
about the buying habits of John 
Smith and his family, typical consumers. 
He needed to know what the Smiths 
wanted in goods, in services, in credit, 
in prices and why they buy as they do. 

It was not easy for Henry to get 
the consumer’s point of view. Like 
the rest of humanity, he was inclined 
to look at everything from his own 
viewpoint. When ‘he thought about the 
consumer he usually thought of what 
the consumer should do, rather than 
what the consumer actually does. If 
the consumer did not act as Henry 
thought he should, he was inclined to 
be critical. 

Now, however, Brown was awake 
and in earnest.- He went about his task 
seriously, realizing that it makes no 
difference what he might wish the con- 
sumer would think and do. What the 
consumer, in fact, thinks and does was 
his problem, and he was determined to 
get a better understanding of the con- 
sumer’s attitude towards things in 
general, and buying in particular. 

So he started to study the consume:. 
He read magazine articles about the 
consumer and by the consumer. He 
read articles by women shoppers giving 
their reaction to stores and merchan- 
dise.. He read books about standards 
of living and changed living conditions. 

He thought back over his own life 
to see how living conditions had 
changed in his own home and in the 
homes of his friends. He listened to 
conversations of consumers on the 
street, in his store, at social gatherings, 
in restaurants, wherever he could. 

Whenever he had the opportunity he 


| | ENRY BROWN decided he had 





talked with John Smith, Mrs. Smith, or 
the Smith children, to learn as much 
as possible of their likes and dislikes 
in respect to merchandise and mer- 
chants. 

He realized that many times the 
Smiths were not entirely frank in an- 
swering his questions, but eventually 


rapid had been the changes in food, 
dress, houses, amusements, and methods 
of production. 

Some of the statistics were startling. 
He learned that in a recent two-year 
period the production of collars by 
collar factories declined more than fifty 
per cent because the consumer elected 


Chas. C. Byran, Tipton, Ind., president Indiana Association; A. Gunn Haydon, 
Rushville, Ind.; L. M. Pletcher, Delphi, Ind.; G. F. Sheely, Indianapolis, Ind., 


secretary, Indiana Association, and Wm. Emrich, Jr., Indianapolis, Ind. 


he got a fair idea of their reaction to 
various types of merchandise and the 
different types of stores where goods 
are sold. 

Among other things, he learned that 
the typical consumer is independent. 
Having earned his money, he spends it 
in any way he sees fit to get the greatest 
satisfaction and many factors influence 
his buying. 

Methods of living, customs, styles, 
fashions, occupation, place of living, 
manner of living, imitation of neigh- 
bors or associates, personal likes and 
dislikes, all influence the consumer’s 
purchasing and all of these factors are 
subject to change. 

Looking back over the years, Brown 
reviewed how very numerous and often 


Miss Varine Smith, Miss A. Middleton, Miss Nancy Pauline Williams, Mrs. Hamp 
Williams, Hamp Williams, past N. R. H. A. president—all of Hot Springs, Ark. 





to wear collar-attached and .collar-to- 
match shirts. 

“T’m certainly glad I am not in the 
collar-making business,” thought Henry 
to himself. 


The Consumer Rules 


Fourteen billions annually for auto- 
mobiles, millions more for their upkeep. 
Six and a half billions for radio—a de- 
vice hardly out of the experimental 
stage. Millions for toys, other millions 
for golf—a few years ago only a game 
for old men and dudes. Other millions 
for amusements of all kinds. 

The first picture show to open in his 
town was in a store building next to 
Henry’s place of business. An elec- 
tric piano banged monotonously dur- 
ing operating hours. Admission was 
ten cents. A few nights ago Henry 
stood in line nearly twenty minutes for 
the privilege of paying fifty cents to 
see the latest talkie in a theatre that 
had thoroughly antiquated the old 
“Opera House.” 

Education! In high schools and col- 
leges hundreds and thousands of young 
people who a few years ago would have 
been at work. 

The consumer today expresses the 
same trait as did primitive man when 
he built a rude shelter to protect him- 
self and his family from cold and 
storm, when he found that grasses and 
brush made a more restful bed than 
the bare ground. 

Since that remote period, millions of 
conveniences have been added, all -ex- 
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Dotiars Go 


pressions of a perfectly human desire 
to constantly attain higher and higher 
levels of living. 

Henry Brown’s father easily remem- 
bers when John Smith’s home was 
heated—if it may be called that—by 
fire places and grates. Some inventive 
genius conceived the idea of stoves 
which would heat more efficiently, and 
with less labor. One stove would do the 
work of several grates. And so the 
cost of stoves was added to the con- 
sumer budget. 

Then it was found possible to make 
one stove heat the entire house. One 
fire to feed, one lot of ashes to dispose 
of. This new stove could be put into 
the basement. It eliminated the carry- 
ing of coal, it reduced the amount of 
dirt resulting from the stove fires. It 
made the home more sightly. 

John Smith put in a furnace. 

And then it was found possible to 
automatically control the furnace draft; 
to maintain predetermined tempera- 
tures. John Smith spent more money 
and added a thermostat. 

More recently, it had been found pos- 
sible to dispense with coal entirely, 
eliminating more labor. The oil and 
the gas furnaces were brought into be- 
ing. Perhaps in the not far distant 
future there lies before John Smith the 
electric furnace, or other manner of 
electrically heating his home. When it 
comes, he will choose that in preference 
to his present method. 


The Spiral of Wealth 


It will cost more money than the 
prevailing system, just as today John 
Smith possibly pays more for his fuel 
oil in one year than he formerly paid 
for the entire heating plant. But he 
will take it just the same. 

All of these upward steps have in- 
volved larger expenditures on the part 
of John Smith. And the very spending 
of his money for them has created new 
wealth. 

Incréased consumption creating in- 
creased production, the combination 
creating new wealth to satisfy higher 
desires that will repeat the cycle. 

The demands for hardware alone 
can not increase in proportion to the 
increased spending power of the nation. 
There needs be other industries, new 
industries, taki their toll, else the 
money to buy $165 ranges instead of 








Chapter Two of 


73 





Tuesday Afternoon the Congress Studied 
and Discussed This Subject Which Was 


the Convention Story 


“John Smith, Consumer”’ 


$10 cook stoves would not be in exis- 
tence. 

Production: Mass production, stand- 
ardization, simplification, the eight-hour 
day, the five-day week, tell the story. 

The mechanizing of industry, greater 
incentives for higher standards of liv- 
ing, have greatly increased the output 
per man in industry—amounting to 40 
per cent during a recent six-year 
period. 

On the farm this change has not been 
quite so rapid, but the per-man output 
has increased very considerably because 
of the larger use of machinery—47 per 
cent in twenty-five years. 

The rapid evolution of labor-saving 
equipment in the factory, on the farm, 
in the home, has brought fewer work- 
ing hours, more leisure, more time to 
be used in other than gainful occupa- 
tions. 

A multitude of labor-saving devices 
have released women from household 
drudgery. 

No longer does Mrs. Smith have to 
pump and carry water, clean and fill 
lamps, kindle fires, carry fuel for 
stoves, rub clothes on the washboard, 
tread the sewing machine. The vacuum 
sweeper replaces the broom, hardwood 
floors help to lift the burden. 

She does less cooking. The bakery 
with its daily supply of fresh bread re- 
leases the several hours bread-making 
used to take. Commercially packed 
fruits and vegetables replace the can- 
ning formerly done with hours of labor 
over a hot range. 

Fewer meals are eaten in the home. 





John eats his lunch, and not infre- 
quently his dinner, downtown. The 
children get their lunches at school. 
Sunday dinners are frequently enjoyed 
at the club or nearby restaurant. 

This release from drudgery, the 
abolition of the days when they said 
“Woman’s work is never done,” has 
given Mrs. Smith the opportunity to 
read more, to travel more, to learn how 
to appreciate still greater conveniences 
and whetted her desire for them. 

Enjoying to the utmost this “new 
freedom,” she spends more money for 
the things that will bring a still larger 
amount of leisure—an automatic range, 
waterless cooking utensils, an electric 
mangle added to the laundry equipment 
—the latest improvement that is offered. 

Henry Brown, studying the con- 
sumer, tracing back for the motives 
that impel his actions, came to the con- 
clusion that in the single word “leisure” 
lay the explanation why many things 
do not sell and why new demands out- 
grow current finances and build a bal- 
ance of instalment debts that would 
have been unthinkable a decade ago. 

John Smith has more time to play 
than ever before. He plays golf, fishes, 
hunts, camps, tours, devotes himself to 
his favorite hobby. He thinks back, 
sometimes, to the days when a vacation 
was more or less of a rarity and looks 
forward with confidence to the period 
when he will regularly get a week more 
than he now has. 

Nor do the discoveries of Henry 
Brown end here. Even the children 
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are enjoying new pleasures resulting 
from the leisure age. 

With little work fur them about the 
city home, something must be done 
to utilize their spare time. Boy Scout 
and Campfire Girl activities exist to 
partially use this leisure, and partially 
to teach them the essentials that were 
learned in other ways under the old 
order. 

Henry Brown’s mind goes back to 
the twenty-five-cent toy train that de- 
lighted him one Christmas years ago. 
He contemplates the number of twenty- 
five to fifty-dollar train outfits that he 
sold last season. 

Baseballs, bats, mitts, gloves, basket 
balls, footballs, football clothing, volley 
balls, tennis racquets, golf outfits, roller 
skates, tricycles, velocipedes, bicycles, 
wagons, kiddie cars, mechanical toys, 
juvenile automobiles, musical instru- 
ments, tools—the list is almost inter- 
minable. 

True, Henry admitted, some of these 
things have been bought for children 
for years and years, but never in the 
quantity, nor at the price that is paid 
today. 

Inevitably these realizations force 
upon Henry Brown the question : “How 
do these changes affect the sale of 
hardware?” 


The Smiths Live Differently 
Today 


People formerly used oil lamps to 
light their homes. With the coming of 
electricity fancy oil lamps went out of 
use. The hardware merchant sold the 
oil lamps. Is he selling the electric 
lamps and the fixtures which cost much 
more? 

One of John Smith’s “extravagances” 
used to be for a $5.00 croquet set— 
bought at Henry Brown’s. Today he 
looks longingly at a $15 golf club—and 
adds it to a lot of equipment that cost 
anywhere from twenty-five to one hun- 
dred and fifty dollars. And this in- 
creased expenditure is a wonderful 
thing for Henry Brown’s volume—if 
Henry sells the golf clubs. But does he? 

John Smith formerly owned a horse 
and buggy. He bought his lap robes, 
whips, collars, harness, horseshoes, 
repairs, and perhaps even the buggy, 
from the hardware store. 

Now he drives an automobile, cost- 
ing more and wearing out faster than 
the buggy. He buys the car from an 
automobile dealer, has it repaired at 
the garage, buys its feed at the filling 
station. Unless Henry Brown sells ac- 
cessoriés, tires or gasoline, it is appar- 
ent where some of the hardware dollars 
have gone. 

John Smith, grocer formerly had a 
delivery wagon; now he has a motor 





ket in wagons. 


John Smith, farmer, formerly plowed 
his land and cultivated his crops with 
horses, and hauled his products to mar- 
Now he is coming to 


items ali; but add to them the energy 
of “white coal’ and a dozen eager 
sellers beckon to John Smith and Mrs. 
Smith where but one or two existed 
before. 








FLOYD S. LAMB 
President of W. J. Pettee & Co.’s 


large Hardware Department 
Store in Oklahoma City, Okla. 
Many of the delegates visited this 
store and were very much im- 
pressed with the courtesy ex- 
tended them. They were also 
interested in the arrangements 
of the various departments. 





John Smith formerly rested at the 
end of the day in a hammock bought 
at Brown’s. Today with the new six 
purring in the drive, or the movie 
blinking its lure from a great electric 
sign, who wants a hammock? 

John Smith— 

—but why prolong the inventory? 


The Farmer 


The ‘farmer uses hardware both in 
his work and in his home. His need for 
older types of hardware has declined 
much less than that of the city man. 

In production he is substituting me- 
chanical power for horse power to 
some extent, and this apparently means 
a reduced demand for hardware in a 
narrow sense. But he still has fences 
tc build, gates to hang, and buildings 
to repair. 

He needs paint and roofing, wire and 
fencing, wire stretchers, poultry net- 
ting, staples, hinges, nails, rope, re- 
pairs for his implements, tools of many 
kinds, haying equipment, supplies such 
as incubators, brooders, coops, feeders 
and fountains. 








use trucks and tractors. The hardware 
store sold the equipment for horses and 


wagons. Is it selling the tractors, 
trucks or supplies? 
Henry Brown formerly competed 


with the furniture store for the stove 
to heat the home of John Smith. Today 
the furnace which replaces it may be 
sold by a firm of specialists. 
Likewise, the sale of the kitchen 
range for which Henry once vied with 
the furniture store and the peddler 
must now be made in competition with 
those agencies plus the public utility, 
or the specialty shop. 

When washing machines represented 
an expenditure of ten or fifteen dollars, 
Henry had things pretty much ‘his own 
way. When electrification:came and 
the unit sale leaped toa hundred dol- 
lars and more, the field was too attrac- 
tive to be left to the hardware dealer. 
Furniture stores, specialty shops, 
direct selling manufdcturers, public 
utilities all entered a mad race of high- 
pressure selling that left Henry con- 
fused and awed. 

Electricity has revolutionized home 
and shop—and Henry Brown’s hard- 
ware business. It has i many cases 
created a magnet that’ drew John 
Smith’s hardware dollars elsewhere. 
Toasters, sad irons, soldering irons, 
waffle irons, mixers, carpet sweepers, 





truck. 





coffee percolators — staple hardware 


He needs barn equipment, dairy 
equipment, such as separators, pails, 
milking machines, cans, field and gar- 
den seeds; scythes, lawn mowers, 
chains, axes, picks, shovels, forks, 
harness, saws, post hole diggers, prun- 
ing forks, spraying devices, chemicals 
for spraying, stock feed, egg crates, 
and so on and so forth. 

The farmer also uses hardware in 
the home—stoves, cooking utensils, flat 
irons, lamps, oil or electric, refrigera- 
tors, washing machines, carpet 
sweepers, vacuum cleaners, housefur- 
nishings, plumbing fixtures, cutlery, 
toys, small tools, vacuum bottles, radios, 
and so forth. 

Many farm homes are equipped with 
electricity, furnaces, running water and 
bathrooms, and are buyers, therefore, 
of all kinds of electrical merchandise 
and plumbing supplies. 


Institutions and Industries 


From his previous study Henry 
Brown had already discovered that the 
institutions and industries in his com- 
munity use many things which he car- 
ries in stock. 

From his subsequent inquiry he finds 
that the buying in many institutions is 
done by the manager, superintendent, 
or secretary, and that because these 
people have many other duties they 
often appreciate helpful counsel when 
selecting goods and @re inclined to 
favor the seller who knows his products 
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well enough to give them good advice. 


They appreciate dependable deliveries 
and prefer to buy from a seller who 
keeps accurate records and presents in- 
voices and bills in the desired form. 

Some of the larger industrial plants 
have shrewd purchasing agents who 
buy to some extent on the basis of 
laboratory tests, performance records, 


1. H.C. Dobyns Jr., Stigler, Okla. 2. 
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and competitive bids. Most of their 
purchases are from manufacturers, 
wholesalers and supply houses. 

They, however, need many things in 
small quantities or for immediate de- 
livery, and Henry Brown finds that 
he has some good prospects if he culti- 
vates the buyers and establishes a repu- 
tation for reliability. 





igs 


He may sell them light bulbs, mops, 
nails, tools, builders’ hardware, rope, 
fencing, screen wire, stoves, kitchen 
equipment, twine, lawn mowers, hose, 
pails, waste baskets, garbage cans, wire, 
or most anything. 

In some of the smaller plants, the 
general manager, foreman, or even the 

(Continued on page 154) 
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Hugh F. MacKnight, Pittsburgh, Pa., N. R. H. A. director; John B. Foley, Syracuse, N. Y., secretary, New York Association; 


Frank Sticht, Fort Plain, N. Y., vice president New York Association; Martin Van Dussen, Rochester, N. Y.; R. J. Atkinson. 


considered Chapter two of the 
story “John Smith, Consumer.” 
It was entitled “Where Smith’s Hard- 
ware Dollars Go.” Highlights of the 
formal and informal discussion follows : 

A. E. Herrnstein, Chillicothe, Ohio, 
and president of the Ohio Association 
started the forum, saying, in part: 

“Picture in your mind some industry 
in your own community that you do not 
sell and would like to sell. The pur- 
chasing agent for this plant is one of 
the substantial citizens of your com- 
munity and in all probability is at least 
a passing acquaintance of yours—be- 
longs to the same clubs or lodges and 
often joins with you in your civic or 
charitable work. He, a John Smith, 
knows you. And you, Henry Brown, 
have that great advantage over any 
cther hardware salesman—whether he 
be a salesman from a factory, a jobbers 
salesman, or a specialty man. 

“It is your job to go after the pur- 
chasing agent’s business. It is not 
proper to send any of your assistants 
because, in this case, John Smith will 
want to do business with you. Later 
you will find that John Smith will dele- 
gate quite a little of the detail buying to 
his assistants and then you can turn 
over the selling to your assistants—for 
here, again, you will probably find that 
your boys and his boys are well ac- 
quainted with each other, belong to the 
same frats, and swim, play tennis, golf, 
or baseball together, giving your boys 
the same entry advantage you had in 
the beginning. Then, not long after you 


[| csosidered afternoon the Congress 





Brooklyn, N. Y., past president N. R. H. A. and Ed. Mahoney, Schenectady, N. Y., vice president, New York Association. 


Community Activities and Women’s 
Influence Feature Discussion 


have signed up contracts for the year’s 
supplies with this John Smith’s, you will 
probably hear your girls taking the larg- 
est and best orders over the telephone 
from John Smith’s secretary. But you, 
Henry Brown, have got to get and hold 
this business.” 

Past N. R. H. A. President Chas. T. 
Woodward, Carlinville, lil., expressed 
the opinion that the American people 
are pleasure mad; that they would 
rather buy on the installment expensive 
luxuries than pay cash for necessities. 
He is selling lipstick and powder to at- 
tract Mrs. Smith to his store, so she will 
see and buy his hardware and related 
lines. ‘We have been told to sell qual- 
ity lines, while other types of stores 
have been busy selling popular price 
stuff,” he said. “We talk about the 
service we give and talk about stock 
control, etc., but give us the right goods 
at the right prices and we can take care 
of ourselves.” 

J. Claridge, Chicago, Ill., spoke next. 
Highlights of his talk were: Getting 
the hardware dollars is much the same 
in the city as in the country, with good 
roads, in many cases, pulling city trade 
to points outside. Hardware stores must 
be well painted, windows must be 
dressed up to suggest a live store even 
if it is a dead one; stores must be more 
inviting ; open display tables are not for 
showing old broken down merchandise 
but for selling good saleable merchan- 
dise; with 85 per cent of all sales ap- 
peal being eye appeal you can force 
John Smith into your store with good 
displays; I am handling lines in which 





I am in position to protect myself; lines 
on which I have an agency arrangement 
in preference to lines which everybody 


and anybody can sell. Keep abreast of 
new lines, create fads and don’t wait 
all the time for someone to lead the way. 

In view of woman’s influence in 
buying from 50 to 75 per cent of the 
hardware man’s lines, H. M. Thomas, 
Creston, Iowa, suggested studying par- 
ticularly the lines bought by women, 
cultivating women’s trade and interest; 
advertise to women in a way which will 
appeal to them. He suggested watching 
magazines and newspaper sections de- 
voted to women to learn their current 
interests, because he found women not 
only did most of the buying, but also 
did the buying on lines which were most 
profitable. He said women must be sold 
what they want, as and when they want 
it, and this should be borne in mind 
when preparing advertising material 
and displays. Also, said women like to 
be waited on by women clerks in certain 
departments, particularly in kitchen 
ware and related items. Keep a check 
cn demonstration registrations and be 
sure to use prefix “Mrs.” in circular 
work. 

F. Hamilton Vass, Danville, Va., said 
John Smith goes to buy where he can 
buy easiest, so departmentized stores, 
where more than orthodox hardware 
lines are displayed, appeal to him most. 
Women, he said, will, for pleasure, drive 
to a nearby town and buy goods there 
because they are displayed differently 
than she sees the same things in her 
local stores. Recognizing that instal- 
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ment selling lures some of Henry 
Brown’s business away, the speaker said 
in conclusion, that the use of instal- 
ment selling plans and other considera- 
tions were matters of policies, but that 
consumers dictate all policies and that a 
dealer can not arbitrarily establish poli- 
cies even in his own store. 

In the informal floor discussion which 
followed, Carl Hoffman, St. Paul, 
Minn., told of issuing, without profit, 
fishing and hunting licenses as a means 
of bringing sportsmen into his store. 
With this entree he finds his sales on 
equipment for these sports increasing. 
L. Hurley, Warren, Ark., said good 
roads have played an important part in 
merchandising, and have widened the 
trading area of every store and at the 





THE ILLINOIS — 
DELEGATION 
(on the right) 


same time removed the former strictly 
local hold on trade which many stores 
enjoyed in the past. In other words, 
business belongs to whoever gets it. 

H. F. Aude, Minneapolis, Minn., re- 
ported too many people trying to buy at 
wholesale through welfare groups in 
factories and too many different types 
of retailers exercising their buying 
power to purchase for their own use at 
wholesale goods which they do not 
handle for resale. He told of a cooper- 
ative plan whereby merchants agreed to 
buy at retail all such goods, and ex- 
pressed the hope that this practice would 
become more widespread. 

J. G. Wade, Monroe City, Mo., said 
that farmers were often accused of be- 





ing slow to adopt modern methods. He 


observed them modernizing their meth- 
ods and equipment at a rapid pace and 
urged hardware men to study this trend 
and to change their own habits con- 
sistent with such changes as they found 
the farmer making. 

To keep his stock up to date, Frank 
Barcroft, Merced, Cal., has all em- 
ployees look carefully through distrib- 
utor’s catalogs to find new merchandise 
which they think his store could or 
should sell. He said this practice was 
very profitable and helped maintain the 
interest of the store personnel. 

Following this open forum discussion, 
Past N. R. H. A. President H. R. 
Beatty, Clinton, IIl., summarized the 
session. His remarks will be found 





below. 
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of Texas. 








Handicapped by Too Much Tradition 
Says H.R. Beatty in Summary 


RADITION and too much of it 

I has hindered the progress of the 
retail hardware trade, Hobart 

R. Beatty, Clinton, Ill, a past N. R. 
H. A. president said in his summary of 
the Tuesday afternoon session which 
had studied Chapter Two, “Where 
Smith’s Hardware Dollars Go.” He 
continued in part: “In my locality too 
many hardware dollars are going to 
what we call new competition. Too 


much tradition in the hardware business 
is hindering us. Dollars get away from 
us because of traditions which we 
foolishly observe. 

“We used to pride ourselves that the 





hardware man was the biggest thing 


in his community, had the best credit 
rating, was head of his school board and 
all that. 

“All the study of this convention 
material is worthless to a lot of us be- 
cause we are not going to use the 
material and ideas given to us. I am 
willing to predict that 25 per cent of 
the Henry Browns will go out of 
business just as certain old lines of 
goods have passed out of the picture. 

“We must study how to get dollars 
in our stores. Many former dollar 
items of hardware have been cheapened 
to a point below the dollar mark, but 
there are rnany new side lines of dollar 
selling value. 





“T used to be a fiend for giving 
various kinds of service, but I am get- 
ting over it. Now I charge for service 
wherever possible. Most of the lines 
which we have lost have gone elsewhere 
because others made it easier for the 
customer to buy in their stores. 

“You and I are not making more 
progress because we are not on the job 
properly. We belong to associations 
and attend conventions to have a good 
time instead of availing ourselves of 
the many services and benefits of asso- 
ciation membership. 

“The old hardware store is a thing 
of the past. We must get new lines and 
modernize or go out of the picture.” 
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WHY THE SMITHS Buy AS 


chair, smoking and reading the eve- 

ning paper. Mrs. Smith finished 
the supper dishes and joined him in 
their living room. 

“Here’s a letter that came today,” she 
said, handing him a bulky envelope. 

“What’s it about ?” asked John, look- 
ing at it curiously. 

“Oh, a lot of questions from Henry 
Brown, the hardware man. He wants 
to know what we think of the hardware 
store, what we buy there, what we get 
at other places that might come from 
the hardware store, what our buying 
motives are, and a lot more things.” 

“Why bother?” grumbled John. “I 
don’t. see that it’s. anybody’s business 
what we buy at a hardware store, or 
why. -It’s our money and-we can spend 
it to suit ourselves.” 

“T rather thought that way myself at 
first,” responded his wife, “but it might 
be a good thing for some of these mer- 
chants to find out about their customers 
—and besides, if we fill this out and 
send it in they will give us a cook book. 
I’d like to have that.” 

John studied the first few questions. 

“They want to know,” he said reflec- 
tively, “why we buy as we do; what in- 
finences us most, whether it’s price, 
quality, style, value, what our neighbors 


Jessi SMITH lounged in his easy 


have, advertising, pleasure, service. 
store location, credit accommodation, 
salesmanship, cleanliness, display, il- 


lumination—you ought to get a pretty 
good cook book for answering all these 
questions. 

“T don’t know that I’ve ever paid 
much attention to particular reasons for 
buying, but I would say we want quality 
first, price second, and then service. I 
guess that’s about the order.” 


Quality or Style? 


“Well, John, that’s where you are 
wrong. I think style comes first, then 
price, and quality after that. And there 
are times when credit is mighty impor- 
tant—if it’s something big, or I have to 
‘phone for it, or near the end of the 
month when my allowance is low.” 

“Yes, so I pay the bill instead of you. 
But I don’t see how you can put style 
ahead of quality in buying hardware. 
Seems to me that quality at the right 
price is the real combination.” 

“John, you may be right when you 
are buying nails, or saws, or lawn hose, 
or padlocks, but not when I’m buying 





percolators, toasters, cooking utensils 
and things like that.” 

“You don’t call those things hard- 
ware, do you, mother ?” 

“Well, the hardware store handles 
them, doesn’t it ?” 

“Yes, I guess you are right.” 

“Of course, I’m always right. And 
you are influenced by style just as much 
as I am. Why did you lay aside your 
old golf clubs and buy that matched 
set ?” 

“Oh, a woman can’t understand those 
things. You see, with a matched set 
every club has the same feel, and—” 

“The feel is in your head. You 
haven't played as good a game with the 
new clubs as you did with-the old. The 
reason. you bought them was that the 
other ‘fellows were doing it and you felt 
you must have the very latest or be out 
of style. ~ 

“Why did you trade in the old car 
the other day? It would have done an- 
other season or so, and we certainly 
could have used the money for other 
things.” 

“I know, but the motor was noisy 
and these new cars are faster and safer. 
I don’t want to be eating everybody’s 
dust. And the lines of that old bus 
were terrible.” 

“Certainly,” commented Mrs. John, 
triumphantly, “the new cars have new 
style brakes, different lines, new color 
combinations. The old car had thou- 
sands of good miles in it, but it was out 
of style. You men fall for style just as 
hard as we women; the only difference 
is that you won’t admit it.” 

John and Mrs. Smith talked on until 
bedtime without reaching complete 
agreement about all points in Henry 
Brown’s questionnaire, but they found 
the discussion very interesting because 
they had never given much conscious 


‘thought to their buying motives. 


Price as a Factor 


They did decide that they wanted the 
right price. Standard brands, or goods 
ot known quality, they would buy at 
the cheapest convenient place—the va- 
riety, chain, department, or specialty 
store. 

Those things, the quality of which 
they did not feel qualified to judge, or 
which were bought for long use as well 
as appearance, they would buy from a 
reliable store with a reputation for 
handling good merchandise and standing 





back of its goods. Here they placed 
price secondary to quality. 

The hardware store, they agreed, has 
a reputation for handling high-grade 
goods, though the department store is 
usually more generous in allowing re- 
turns and making adjustments. 

In short, the Smiths want value. They 
want the right price for the desired 
quality. 

They did not wholly agree upon the 
relative importance of style in in- 
fluencing purchases, but the truth is 
that fashion, or style, interpreted broad- 
ly, is a tremendous factor in determin- 
ing what the Smiths buy. 

Why does Mrs. Smith wear short 
skirts ? 

Why does John wear collar-to-match 
shirts ? 

Why do they buy period furniture, 
wrought-iron fireplace fixtures, colored 
kitchen ware, floor lamps instead of 
table lamps? 

Why do they want two bathrooms, 
oriental rugs, gaudily colored awnings, 
highly-decorated breakfast room sets? 

Fashion, or style, is the answer to a 
very large extent. 

To have what other people have very 
strongly influences consumer wants. 
And gradually increasing income makes 
it possible for the Smiths to buy many 
of these things. 


What Other Folks Have 


A few years ago the people in their 
community began to buy water soften- 
ers. New homes were equipped with 
softeners instead of cisterns. The 
Smiths heard about them. They began 
to get the idea that a water softener is 
very desirable. 

Then at the club one day conversa- 
tion of John and his friends drifted to 
the new types of merchandise. Water 
softeners were mentioned. One man 
said he had one and it was certainly 
worth its cost. Another supported his 
statements. 

The members of the party seemed 
agreed that no one should be without a 
water softener. John went home and 
discussed the matter with Mrs. Smith. 
They talked about the dirty cistern, the 
wear and tear on clothes laundered in 
hard water. 

Within two months a water softener 
was installed in their home. 

They were satisfied with their ice re- 
frigerator until their neighbors began 
buying electric refrigerators. The 
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THEY Do 


neighbors liked to talk about how won- 
derful these were. Severally they 
showed their purchases to Mrs. Smith, 
dilated upon their merits. 

She came to feel that she was behind 
the times without one. Then she dis- 
covered that the ice man tracked up 
the kitchen terribly. Eventually, they 
bought an electric. 

Conversation around card tables or 
at the ladies’ aid, at lodge, or at the 
club, in the shop, or in the office, deter- 
mines many purchases. Visits to the 
homes of others are more important 
influences. The Smiths visit friends 
who have something newer, better or 
prettier than they own and their de- 
sires are whetted. 

And often the underlying motive is 
desire to outdo, or keep ahead of, the 
neighbors. Some people are more af- 
fected than others by pride, the desire 
to excel, or the urge for social leader- 
ship, but few are entirely free from this 
motive. 


The Place of Permanence 


But contrary considerations dictate 
different purchases; not all buying is 


[ 


for permanence, for in this era of rapid 
change there are some things in which 
permanence is not preferable. 

The Smiths bought their electric re- 
frigerator with the feeling that they 
would never need another. But she se- 
lected the color scheme of their living- 
room with the definite idea that it would 
be changed in a year or so. 

The salesman, lauding a piece of 
linoleum, told Mrs. Smith it would last 
a lifetime. 

“Heavens!” she exclaimed, “I don’t 
want a piece that will last a lifetime. I 
don’t want to think I must live with a 
particular pattern of linoleum all the 
rest of my days. I would rather buy 
something cheaper and renew it from 
time to time.” 

Thus expressing sentiment that is 
quite prevalent. If the article is some- 
thing that is going to become obsolete 
the customer prefers to purchase one of 
the moderate price with the idea of 
discarding it. 

The thousands of men who are buy- 
ing $22.50 suits do not expect $50 
values. Rather than buy the higher 





grade, longer-lasting weaves they buy 
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the cheaper suits and change them 
oftener. 


Advertising 


John Smith believes that advertising 
bas considerable weight in determining 
the things he buys, but his wife con- 
tends that she is little influenced by it. 
She does admit, though, that she reads 
the department store advertisements, 
those of bargain sales, and the Friday 
food advertising. 

The fact is that she probably reads 
advertising more diligently than he does, 
but reacts differently. 

John may see in an advertisement 
something that he wants. He goes and 
buys it, or ‘phones and has it delivered. 

Mrs. John may see an advertisement 
for something that appeals to her. But 
she goes to the store to see the article; 
then her shopping habit and instinct for 
thrift lead her to compare the goods and 
prices at other stores, and she may find, 
and buy, elsewhere, something that she 
likes better. 

Before he enters the store, John has 
usually determined what he wants. If 

(Continued on page 96) 
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Confidence the Basis of Consumer Buying 
Wednesday Morning Discussion Indicates 


on the Wednesday morning session 

theme “Why the Smiths Buy as 
They Do,” N.R.H.A. director E. W. 
Peterson, Florence, Wis., said it was 
confidence which drew people to a bank 
and to a store. People chose products 
they believe made in good faith and buy 
them at a store where they can place 
their faith. He cited several experiences 
of his own in the building of good faith 
not only with residents of his town but 
also among the many tourists who pass 
through or stop at his town. 

Instead of trying to sell customers, 
help them to buy, hold demonstrations 
and make the power of suggestion in 
your displays, the speaker continued, par- 
ticularly in displays of related lines. 

Influence of style dominates our pres- 
ent mode of living, Mr. Peterson said, 
and this is reflected in all retail business. 
In the hardware store he gave as ex- 
amples the individual preferences for 
colors and for shapes and sizes. 

L. M. Pletcher, Delphi, Ind., sug- 
gested more atmosphere in displays, so 
that the impression of the prospect may 


G onthe We the formal discussion 





Cc. L. THOMPSON 
Canyon, Texas 
Secretary 
Panhandle Hardware & Imp. Assn. 


be stimulated in terms of services or 
uses of equipment rather than in the 
materials themselves. In other words 
he meant to display and sell the actual 
thought of using all kinds of merchan- 
dise rather than trying to sell merely 
the goods. 

Neighborhood jealousy or keeping up 
with Joneses helps create the desire for 
many major appliances and other mer- 
chandise, particularly items which might 


be termed as luxuries or semi-luxuries, 
so Henry Brown should give more at- 
tention to such lines, Mr. Pletcher said 
in conclusion. 

Without discounting the importance 
of new customers, V. G. Wedge, Sauk 
Center, Minn., stressed the value of 
giving particular attention to old cus- 








FRANK BARCROFT 
Merced, Cal. 


President, California Association 


tomers, of maintaining their good will 
and patronage as a major consideration. 

He talked of mail order competition 
and thought that in cities with branch 
stores of mail order concerns the oppor- 
tunity for physical comparison of values 
reacted in favor of the hardware man 
but said that in places where the dealer 
competed with the highest type of catalog 
engravings the competition was more 
difficult. 

Surprising many delegates but ap- 
parently convincing them also, Mr. 
Wedge said he considered it a mark of 
confidence when a customer inquired 
about his prices and made a comparison 
with the prices of mail order and other 
competition. Such instances gave him 
an opportunity to prove his values and 
retain the respect of the customer. 

In conclusion Mr. Wedge told the 
delegates not to overlook John Smith, 
Jr., and the touring Smiths. On the 
latter he said there was probably no 
other line in which the prospect had so 
much definite knowledge of values and 
styles and that to benefit from such trade 
the dealer must know the line and carry 
the right kind of equipment at fair 
prices. Word-of-mouth advertising has 
helped build this dealer’s tourist trade, 





he said. 





Highlights from the comment of C. C. 
Ranslem, Scribner, Neb., were that, dis- 
courtesy is indefensible in retailing ; that 
hardware merchants because of the last- 
ing qualities of much of their merchan- 
dise, have been recognized as honest but 
called non-progressive; that because 50 
per cent of the hardware lines require 
actual selling and some intelligent ex- 
planations, experienced men must be em- 
ployed at least for a part of the per- 
sonnel; that chain stores were created 
for almost automatic selling and will 
likely never compete on service lines; 
that with this condition the hardware 
merchant should not be so timid in look- 
ing the customer in the eye and asking 
for a price consistent with the value of 
the goods and the service to be rendered. 
You can’t expect the men you hire to be 
as good as the owner in handling cus- 
tomers, but that with more attention to 
the training of clerks they will respond 
and improve the service of the store and 
naturally improve their own earning ca- 
pacities and the store’s profits. 

In conclusion Mr. Ranslem said 
“make your appeal to the kiddies. Even 





O. W. KIRK 
Floydada; Texas 
President 
Panhandle Hardware & Imp. Assn. 


though they do not buy much at the 
present time they are the big buyers of 
tomorrow and actually have an im- 
portant influence on many purchases 
made by their parents. 

“Our little failures to make proper 
profits are due largely to poor selling. 
Indifferent clerks are hurting our stores. 
We should hire better men at better pay. 

“The little losses of incomplete sell- 
ing are too often overlooked because in 
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themselves they do not make success or 
failure, but let us think how many times 
do these losses occur.” 

Frank Sticht, Fort Plain, N. Y., 
brought the formal discussion on the 
subject to a close saying in part: 

“Henry in his daily routine of tend- 
ing strictly to the buying and selling of 
hardware that he thought was worth- 
while has not been keeping step with the 
times nor has he been awake to the fact 
that today our ladies are spending most 
of our dollars or at least exercising a 
great influence how they shall be spent. 
Henry’s store was equipped with lights 
suitable to the needs as he saw it. Yet 
his assortment of stock was good but his 
accessibility was very bad. Picture for 
yourself Mrs. Smith edging her way be- 





J. CLARIDGE 
Chicago, IIl. 


President, Illinois Association 


tween narrow isles partially filled with 
stock to the display she was interested 
in only to find it in a very disorderly and 
unclean condition. Henry’s handy man 
had failed to reach it with his duster in 
the morning clean-up, and no wonder for 
it was out of reach and in the dim light 
almost out of sight. 

“Mrs. Smith shrank from handling 
the items because they were dusty and 
she knew that if she did it would mean 








soiled gloves or dirty hands, so that the 
first desire to possess the article was lost 
because she did not have the opportunity 
to handle it. Mrs. Smith like most of her 
sex has a natural desire to handle and 
examine what she buys, but the inaccessi- 
bility and poor light practically forbid 
the pleasure. 

“The fact that the goods were not con- 
veniently arranged was due to no other 
cause than lack of illumination, for had 
Henry Brown’s store been well lighted 
the unattractiveness would have been 
corrected. It means too that with the 
interior of his store well lighted he 
would of necessity have kept his stock 
cleaner, his arrangement much more at- 
tractive and located so that it was most 
convenient to reach. Had such condi- 
tions existed, no doubt the Smiths would 
have revelled in the handling and dis- 
cussing of the articles to be purchased, 
so that their enthusiasm undoubtedly 
would have resulted in a satisfactory sale 
rather than a disappointment to them, 
as well as to Henry Brown. ‘To make 
our store appeal to the Smiths it must 
be well lighted, not only the show win- 
dows but the interior as well, for while 
the well and attractively arranged show 
window will serve to attract the custom- 
er often from the opposite side of the 
street it is the selection of the article 
found on the well lighted and attractive 
display table that bring forth the ex- 
pression we like so well to hear, “I'll take 
this please” that counts and rings the 
bell on the money till. 

“The Smith’s buy as they do because 
it is in keeping with times and customers. 
They like nice things, and if possible 
good things, but the everlasting desire of 
keeping up with the Joneses is a tremen- 
dous factor in their lives so that they do 
not always use good judgment in their 
decision.” 

During the open forum discussion 
which followed John Sommer, Ports- 
mouth, Ohio, recommended a mental 
survey before advertising. This did not 
necessitate a survey in detail as given 
in the program, he said, but meant that 


Miss Dorothy Brown, Mrs. P. J. Brown, Mrs. H. E. Rebmann and H. E. 
Rebmann, all of Chicago, IIl. 





more thought should be given on how, 
what, when and where to advertise. He 
reported newspaper and direct mail ad- 
vertising as most efficient for his store 
and urged dealers not to participate in 
charity and local program advertising as 
the circulation is too limited. 

Frank J. Pekoc, Jr., Cleveland, Ohio, 
told a very interesting human interest 
story of his first visit to Oklahoma City 
some years ago, then explained some of 
his teachings to his selling staff. He 
tells them to treat each woman as though 
she were their own mother and to treat 
them as they would like their own 
mothers treated. In the matter of sal- 
aries it is his plan for the salesman to 
ask not for an increase but for sugges- 
tions as to how he may earn more money. 





W. H. HEFFELFINGER 
Niagara Falls, N. Y. 
President, New York State Association 


He encourages his men to use their own 
spare time selling major appliances as 
a means of increasing their earnings and 
finds his extra business from this source 
very satisfactory. 

S. E. Strobel, Canova, S. D., said he 
operated in a town of 400 people where 
everybody but the preacher and the 
postman sells some hardware. He said 
much of his lost business was due to 
people buying expensive cars on install- 
ments. 

H. E. Herring, formerly of Elk Hills, 
Okla., but now living in Oklahoma City, 
told of an idea he used for many years 
in fighting mail order competition in a 
small town. His plan was the establish- 
ment of an “information department” 
where he sat down and discussed with 
people of the town, values offered by 
mail order catalogs. He urged them 
to bring in catalogs for comparison (on 
a value basis) with merchandise in his 
stock. He found that in practically 
every case he was able to hold the 
business. While he started the infor- 
mation department as a non-profit ad- 
vertising plan, he found it turned out to 
be one of his best profit makers. 
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People Will Not Buy What They Don’t Want 
Regardless of Price, Says R. J. Atkinson 


UCCESS comes to those who love 

their business and devote their 

energy and thought unstintingly to 
its development past N.R.H.A. president 
R. J. Atkinson, Brooklyn, N. Y., declared 
in summarizing the Wednesday morning 
session which studied Chapter three 
“Why the Smiths Buy As They Do” He 
told how a ladies rummage sale was un- 
able to sell $12.50 new shoes at 25 cents 
per pair because they were models not 
in demand and expressed the opinion 
that few if any hardware men ever 
bought because of any scientific reason- 
ing. They buy from fancy or largely 
from eye appeal he said. 

Speaking of progress he said that 
the Indians were content to take what 
they got from the soil, the streams and 
the game lands, but some dissatisfied 
white farmers came along and began to 
till the soil getting just a bit more out 
of it. Then came people who were even 
more dissatisfied and they found oil 





H. H. MEYER 
Shawano, Wisconsin 
Vice-President Wisconsin Association 


wells by digging beyond the surface of 
the ground. In business he said too 
many were content to understand sur- 
face conditions but the truly progressive 
kind dig deeper. 

Continuing he said in part: “Your 
best customers are the habit buyers who 
for many years buy your goods. Keep 
these kind of customers by making them 
feel welcome: Make your goods look 
the price. Use part of the long margins 
on certain goods for selling atmosphere, 
in better types of display. 

“T have departmentized my store so 
that each man has been able to acquire 


an expert knowledge on certain lines and 
therefore can give better and more in- 
telligent service on those lines. 

“In handling refunds, the best way 





W. B. MARTIN 
Mansfield, Ohio 
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to insure good will is to give back the 
money cheerfully. 

“Use good lights for your store and 
displays, but be sure the quality of the 
goods justify the good lights. 

“Don’t discourage ‘the Keeping up 
with the Joneses’ idea. This helps busi- 
ness, but on the other hand don’t en- 
courage people to buy beyond their 
means and don’t be too hasty to judge 
their means.” 

In conclusion Mr. Atkinson said: 

“My opinion after an experience of 
over thirtv years in the hardware busi- 
ness is that the opportunity for the inde- 
pendent dealer has never had greater 
possibilities than at the present time. 

“Traditional lines of trade have been 
largely eliminated and the hardware man 
is no longer bound within the confines of 
barb wire, sash weights and exclusive 
hardware items, but is gradually stepping 
into the picture of distribution as a gen- 
eral merchandiser. 

“We are daily seeing hardware stores 
changing their store ‘fronts, providing 
a better selling display for their mer- 
chandise in store interiors and branch- 
ing out into the limelight of publicity 
through advertising by telling the pub- 
lic where they are and what they have 
to offer and inviting their patronage. 

“They are facing a new competition in 


courageously and fearlessly and making 
progress. 

“Many hardware dealers of the 
country have already sensed this new 
trend of merchandising and in many 
cases have had to fight their way to the 
front practically alone and these dealers 
deserve better support from those fac- 
tors in distribution which, in most cases, 
look to the hardware man to put their 
merchandise across. 

“Wholesalers and manufacturers as 
a rule have not given the study of dis- 
tribution enough thought beyond their 
particular part of it. 

“Merchandise bought by the hard- 
ware man is only purchased, the real 
sale is made when the Smith family ex- 
change their cash for the merchandise 
and apply this merchandise to the use it 
was made for. 

“There must be more cooperation by 
all factors in studying the wants and 
wishes of the ultimate consumer if all 
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Stevens Point, Wis. 
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are to prosper by our present type of 
distribution. 

“The day of the chain store has 
reached its peak and the Smith family 
are recognizing the limitations of the 
so-called chain stores. The opportunity 
for the hardware man who is on the 
job and studies his job is here but the 
most vital element of his business and 
studies must be the Smith family. 
“Their wants and their desires must 
be his first consideration and he will 
succeed or fail in proportion to his 
ability to invite, obtain and hold their 





merchandising and are tackling their job 








patronage.” 
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sumer buying motives convinced 

him that an essential part of his 
survey must be an honest analysis of 
himself and his organization. 

“Why should John Smith trade with 
me?” he asked, and found himself 
tempted to answer, “Because Mrs. Smith 
tells him to.” 

He had learned that nearly one-half 
of his customers are women. This 
alone was significant. 

But more impressive was the further 
fact that today Mrs. Smith is either 
spending herself or directing the ex- 
penditure of eighty per cent of the 
Smith purchases; perhaps diverting to 
other stores many dollars that might 
otherwise pass through hardware chan- 
nels. 

Should women make up from seven- 
ty-five to eighty per cent of Henry 
Brown’s customers ? 

He saw now that no matter how well 
he might hold the trade of the men, his 
store would unquestionably lose ground 
if he did not attract and add. more and 
more women to the store’s list of steady 
patrons. ~~ 

Of course, the men are still buying 
such things as nails, hinges, padlocks, 
tools, and the other similar items usu- 
ally defined as hardware, but the women 
are buying many articles sold by hard- 
ware stores but which have not always 
been classified as hardware. 

In addition to his questionnaire, he 
had interviewed the wives of a number 
of professional and business men. .Two 
facts stood out: 

First, the hardware store has a good 
reputation for quality. Mrs. Smith be- 
lieves it carries a high grade of mer- 
chandise. It has not cheapened itself 
by handling second-grade goods. 

Second, and of greater importance, 
she is inclined to think of the hardware 
store as a place of last resort, a place to 
buy what she cannot secure at any other 
store. She thinks of it in connection 
with lawn mowers, garden hose, build- 
ers’ hardware, tools, high grade cutlery 
and sometimes kitchen utensils. 

But she is likely to purchase her 
kitchen wares and many other small 
needs at the department store. She likes 
its atmosphere. She goes there for other 
things and the matter of shopping con- 
venience for housewares becomes a 
factor. 

She has a charge account at the de- 


| ENRY BROWN’S study of con- 


partment store. Its advertising intrigues 
her interest. She likes its cleanliness, 
and the goods are so displayed that she 
has opportunity to make her selections 
without being hurried and without being 
urged to buy. 


What Women Told Henry 


Brown 


A large percentage of the women in- 
terviewed confessed that they never 
thought of going to a hardware store 
for kitchen utensils. 

In the purchase of certain other 
goods carried by hardware stores, the 
inclination was to buy from the store 
specializing in the line desired. 

If there is an electrical appliance 
store in the town, it seems to Mr. Smith 
to be the proper place to buy electrical 
goods. One woman told rather apolo- 
getically about buying light bulbs in a 
hardware store. “I know it wasn’t the 
right place,” she said, “but I was parked 
right there and it was a block to the 
electric shop.” 

When paint is wanted, she often 
thinks of the exclusive paint store or 
perhaps the variety store for small cans 
of cheap paint. 

The public utility has impressed her 
that it operates the logical store in 
which to buy appliances. She is not 
likely to purchase a gas range without 
at least looking over the gas company’s 
line. Generally, she leans toward the 
purchase from such a source, feeling 
that the gas company may know her 
requirements best. 

She thinks of the jewelry store for 
silverware, of the five-and-ten or the 
department store basement for cheap 
cutlery. 

To Henry Brown it began to appear 
that Mrs. Smith, at least in purchases 
of consequence, inclines toward trading 
with the specialist. In her mind Henry 
Brown is fixed as a specialist in lines in 
which she has little or no interest. 

In brief, the average woman is more 
or less indifferent to the average hard- 
ware store. One woman interviewed 
admitted that she had not been inside a 
hardware store for more than a year. 
Yet she is the wife of a successful busi- 
ness man and the purchasing agent for 
a prosperous middle-class home. . 

Another woman indicated a definite 
aversion to entering a hardware store. 
The atmosphere oppressed her. She 








didn’t like the high shelves, the poor 
display of goods, the lack of cleanli- 
ness. 

There was nothing in the store to in- 
duce her to shop around. The sales 
people did not sense the fact that she 
might merely want to shop. Someone 
was at hand immediately to ask her 
what she wanted, making her feel that 
she must either want something, or that 
she had no business there. 

Some of the women said they liked 
certain hardware stores and disliked 
others. One said she liked one hard- 
ware store in particular, but resented 
her treatment in certain other hardware 
establishments. 

Another said she had to force herself 
to go to the store where the family had 
recently bought builders’ hardware for 
the new home. “The dealer sits in his 
chair beside his cuspidor and it is such 
an effort for him to get up and see what 
one wants,” she said. 

One of the women interviewed said 
she recently had to go to a hardware 
store because it was the only place in 
town where she could find a can of 
stove polish. 

Such were the answers, brief and 
sometimes brutally frank, that made 
Henry Brown realize that his sales 
problem is inseparably dependent upon 
Mrs. Smith’s viewpoint. He recognized 
the necessity of impressing her with the 
fact that he is a specialist in other 
things than mechanics’ tools, builders’ 
hardware, bolts and nails. 

He must find some way to make her 
think of his store as being at least on a 
parity with other establishments from 
which she may buy merchandise he has 
for sale. He must change her idea 
that his is the store of last resort, a 
place to go when nobody else in town 
has the desired article. 


Business Establishment 


“My problem now,” said Henry, “is 
to find what’s wrong with Henry 
Brown.” 

He began comparing his establish- 
ment, equipment and organization with 
those of other concerns. His location 
he admitted was all right. It was just 
as convenient for Mrs. Smith as other 
stores which she favored more. 

But what of the building? He 
walked across the street and looked it 
over. What impression would it make 
upon Mrs. Smith? 
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How recently had the front been 
painted ? 

How modern were his show win- 
dows? 

How did his window trims compare 
with those of other stores? 

He noticed the merchandise stacked 
in the entrance way and on the side- 
walk against the windows. This was in 
accordance with the practice of years. 
Henry knew that merchandise so dis- 
played did sell. People walking along 
the street would stop and handle it. 
They would come in and buy. 

But from where he stood, he could 
see the leading department store and 
one of the chain stores. No merchan- 
dise cluttered their doorways, or barred 
people from the show windows. Why 
was this? If that method of merchan- 
dising sold goods, why didn’t these peo- 
ple use it? 

Henry found himself wondering. Did 
the sidewalk display turn away Mrs. 
Smith more frequently than it induced 
her to enter the store? 

He walked inside and surveyed the 
establishment. Was the place really 
inviting to a woman? 

In a general way Henry had sensed 
that we are living in a color age; that 
Mrs. Smith particularly responds to the 
appeal of color. She likes brightness 
and bright things. 

Henry had stocked merchandise to 
conform with this consumer demand. 
He carried colored enamel ware in a 
variety of shades. He sold many cans 
of lacquer. Panels of colored enamel 
had transformed his drab ranges into 
articles of real beauty. An enameled 
casing housed the unsightly heating 
stove of yesterday. 

Henry had responded to Mrs. Smith’s 
desire for color and beauty in the mer- 
chandise he carried. But what of his 
store? He had not responded to the 
color urge in its equipment. 

Would the modern low shelving, with 
the top ledge tastefully decorated with 
potted plants, or perhaps with neatly 
displayed large articles of merchandise ; 
with the side wall above painted an at- 
tractive color, the dirty ceiling renewed 
with paint—would such changes make 
his establishment compare more favor- 
ably with the department store and the 
chain? 


W ednesday Afternoon the Delegates to the Con- 
gress Heard the Presentation of Chapter Four in 
the Convention Story “John Smith, Consumer” 


present dirty floors, would that appeal 
to Mrs. Smith? 

Henry Brown was tempted to discard 
the thought immediately. He had to 
truck heavy merchandise all over those 
floors. “But,” he thought, “they do 
make trucks with wide wheels and rub- 
ber tires.” 

He visualized his store so changed, 
the inviting floor coverings stretching 
down the aisles, the feeling of openness 
which would be created by low display 
stands, low shelving and light colored 
decorations. 

“If I made that change,” he thought, 
“I would certainly have to keep the 
merchandise out of the aisles, for Mrs. 
Smith is not accustomed to stumbling 
over goods in other stores.” 

Would it be economy or extrava- 
gance to burn more lights? 

He had noticed that even on the 
brightest days the chain stores, depart- 
ment stores—those establishments at 
which he found Mrs. Smith preferred 
to trade—kept all of their lights burn- 
ing. It would make a very inviting 
interior. Henry had recognized this. 
It made the goods show up so much 
nicer, the aluminum sparkled. 

Maybe it would help increase cus- 
tomer travel through the store. Henry 
had noticed how in his store Mrs. 
Smith only went far enough to contact 
with the first available sales person. 
But in these other stores she just wan- 
dered about. 

Would more light induce more wan- 
dering? 

“It we did keep our interior as bright 
as the chains and department stores do, 
we'd have to keep the store a lot clean- 
er,” he thought. “Dirt shows up mighty 
quick when you get a lot of light on the 
goods.” 








If attractive linoleum covered the 


Henry wondered if it wouldn’t be 
advisable to call in the association ser- 
vice man and get some pointers on 
these things. Of course, he had heard 
it talked about a good deal, but he had 
never had it brought home to him that 
his store might need such treatment 
until he began to find out the likes and 
dislikes of Mrs. Smith. 


Capital 


Contemplation of such _ changes 
brought a disturbing thought. They 
would cost money. During recent years 
his main effort had been to reduce ex- 








penses. If he followed out the sug- 
gestions that had been prompted by 
the survey of his store, it would mean 
the abandonment of his policy of strict 
economy. 

Where would the money come from? 

Could he afford to utilize his capital 
in such a way? 

But he remembered reading some- 
where that the equipment and fixtures 
of one of the large chains equalled the 
company’s investment in merchandise. 
It was rather astonishing that a tre- 
mendous organization would have fifty 
per cent of its invested capital tied up 
in equipment. 

“Tt indicates,” said Henry to himself, 
“that they believe it is as necessary to 
have the right kind of store as it is 
to have the right kind of merchandise.” 

The information he had gleaned as to 
the Smiths’ preference for complete 
lines raised another question of capital. 
How could he carry in every depart- 
ment such a complete stock as to com- 
pare favorably with stores specializing 
in such goods? It would take much 
more money than he had. 

Of course, he could carry fewer lines 
and more complete stocks of each line. 

Or, if he knew beyond question the 
fastest sellers, he might carry only 
those, but enough of them to impress 
Mrs. Smith with the size of his stock 
when she came to his store. 

Which course would be better? 


Organization 


Henry turned next to his personnel. 
He asked himself, “How does their gen- 
eral appearance compare with the em- 
ployees of competitors ?” 

He recognized that his salesmen did 
not appear quite as well as the salesmen 
in the public utility stores or the spe- 





cialty stores. And, of course, it could 
hardly be expected that they would be 
as attractive as the young ladies em- 
ployed by the chains or the department 
stores. 

“There is a good reason for this,” 
he argued. “My men can’t work in de- 
partments. They have to be all over 
the store. One minute they may be 
showing percolators to a woman cus- 
tomer and the next weighing out nails, 
or in the basement getting out some 
heavy hardware. I can’t expect them to 
wear good clothes and do the different 
classes of work that are necessary.” 

(Continued on page 100) 
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Relations Between Dealer and Consumer 
Features Wednesday Afternoon Discussion 


HE theme of the Wednesday 
afternoon session was “John 
Smith and Henry Brown.” 

The first discussion was by L. M. 
Kreig of Newark, Ohio and brought up 
the hardware merchants qualifications 
for the position he fills. Chief among 
these is knowledge — that gained 
through experience, and that acquired 
through contact with others. Success 
in hardware retailing, according to Mr. 
Kreig depends upon pleasing John 
Smith, consumer. No longer can the 
dealer buy to suit his own inclinations 
He must buy to suit the customer. 
Henry Brown was at one time inde- 
pendent. Now it is John Smith, who 
is independent. Henry Brown must 
adapt his business to present condi- 
tions. He cannot pay dividends on 
past performances. He must have a 
knowledge of his merchandise and 
must train his sales people to sell the 
various lines. He must see that the 





goods are not misrepresented. Above 
all he must establish a friendly per- 
sonal contact with the people of his 
community. He must visit the farmers 
and show a personal interest in their 
problems. He must learn their require- 
ments and act accordingly. He must 
buy new goods which his customers 
want and the purchasing power of his 
community should govern his buying. 
His share of the Smith family dollar 
will be in direct proportion to the ser- 
vice he renders. 

Edward B. Juni, Jordan, Minn., fol- 
lowed with a talk based on the history 
of his own store, which was handed 
down to him by his father. After a 
few years he noticed that the younger 
generation seemed to be drifting from 
his store. He, therefore, made a study 
of the situation. He found that chain 
stores pick certain key towns and draw 
the trade from nearby towns. Paved 
highways keep on diverting trade to the 
key towns. 

He mentioned a town of 8000 popula- 





tion, which has 13 chain stores. In 
that town the weaker independents 
have passed out. The others have 


adopted chain methods. He decided to 
do likewise, and proceeded to remodel 
his store with the result that his busi- 
ness has increased. 

S. R. Randlett, Lancaster, Tex., came 
next. In part, he said: 

“Make your hardware store the mer- 
cantile center of your town, keep in 
touch with all the activities of your 
community in good roads, camp meet- 
ings, Boy Scout movements, public 
school advancements, parent teachers 
associations, your lodges and last but 
most important let the churches feel 
that your hardware store is their head- 
quarters. 

“T have made it a rule to very care- 
fully watch the front door of my store 
and always impress on my sales force 
to promptly meet each customer with a 
smile, find out their wants and if we 
did not have the item called for to use 

(Continued on page 108) 


Success Comes from Thinking Straight 
Keynote of Mr. Campbell’s Summary 


HE summarization of the 

Wednesday afternoon session was 

made by J. M. Campbell, past 
president of the national association. He 
started with the statement that success 
in life and business depends largely upon 
the ability to think straight. States, he 
said, should concentrate on some plan 
for building up the small communities. 
In the matter of open display, he dis- 
cussed the possibility of theft from the 
tables, and declared that he would 
rather have the merchandise stolen from 
good displays than to have it become 
worthless on dusty shelves. 

It is impossible, he said, to conduct 
a hardware store today as it was con- 
ducted a few years ago. The merchant 
must conform to custom. He must keep 
abreast of the times, continually adding 
new merchandise to take the place of 
obsolete lines. He advised dealers to 


forget fear, since fear does no good and 
paralyzes the human body. 
In regard to women employees, he 





said that no matter how good a hard- 
ware store may be it can be improved by 
putting a woman in it. 

He dealt with the price question by 
declaring that the dealer must meet the 
competition of others selling similar 
lines. He should then look for a place 
to buy the competitive items at prices 
which will afford a profit. He declared 
that Roy Williams, song leader of the 
convention, had given them all an ex- 
ample of salesmanship, and advised them 
to get Roy’s enthusiasm and action into 
their stores. 

Why do the Smiths trade with the 
Browns, and why do they trade else- 
where, he queried. Once that question 
is answered, he added, and the problem 
of merchandising is solved. 

Since Mrs. Smith spends the money, 
he advised Henry Brown to go courting 
Mrs. Smith, to find out just what she 
wants; quality, finish, color, price, ser- 
vice, to meet her desires as a big step in 
building sales. Women do not always 





know quality, he said. If the dealer wins 
her confidence she will take his word as 
to quality. Make your store so at- 
tractive, he said, that in it, Mrs. Smith 
will spend her dollars willingly and 
cheerfully. 

Is your store keeping step with prog- 
ress, he asked. If not, get busy. Most 
hardware stores lack sex appeal. Use col- 
or in your stores as well as your mer- 
chandise. Modernize your sales people 
and your methods. Also remember that 
Henry Brown must sell some merchan- 
dise at a loss. 

In the matter of window displays, he 
declared that hardware windows are 
much better than they used to be. In 
this connection he advised dealers to 
use plenty of show cards. Show cards, 
he said, talk straight and don’t make 
“slips.” 

In closing he urged the dealers to be 
host to his customers, to meet them in 
the stores and show them that he is glad 
to see them. 





























HARDWARE AGE for JULY 4, 1929 





“Capitalizing Opportunity” Closing Feature 
—an Address By F. J. Nichols 


Merchandising Counselor, from Dayton, Ohio, Presents Final 
Stimulation for Action Based on Knowledge 


J. NICHOLS, marketing and 
merchandising counsel, Dayton, 

* Ohio, was given the task of sum- 
marizing the convention sessions as a 
whole. He did this admirably in a 
gripping business address entitled “Ca- 
pitalizing Opportunity.” In a forth- 
coming issue, his address will appear in 
full. The highlights only are given here. 
Mr. Nichols started by congratulating 
the Henry Browns present on being 
hardware men, because of the opportuni- 
ties the hardware business affords. He 
likewise congratulated them on the type 
of organization they maintain and the 





John R. and Frank Sower, 
Frankfort, Ky. 


manner in which it operates. He com- 
mented on the interest displayed and 
upon the almost complete absence of pes- 
simism in the sessions. You seem, he 
said, to have caught some of the spirit 
of Oklahoma City, a metropolis built by 
the pioneers of ’89. Those pioneers saw 
a new empire ahead of them. The same 
new empire is ahead for hardware men. 

This, he said, is a solemn hour— 
solemn because of the responsibilities 
which rest on the shoulders of each of 
us. What are you going to do? You 
have reached the fork in the road. You 
have come this far over a deeply rutted 
road, with forests on either side which 
have obstructed the view. Now you have 
reached the hill and a choice of two 


and leads down hill. The other is a 
rugged hard road up the hill, but it leads 
to eventual success. The future of the 
hardware business depends on your 
choice. It depends on your taking that 
uphill road. 

The inducement for taking it is profit. 
Today the purchasing power of this 
country is approximately 90 billions of 
dollars annually. About one and nine- 
tenths per cent of that is spent for hard- 
ware. The increase in purchasing power 
since 1914 is 121 per cent. The increase 
in the amount spent for hardware is 
only 78 per cent. Keeping up with the 
purchasing power is what means profit. 

We are in an era when all kinds of 
businesses are fighting to get more trade. 
What can you do? Are you taking ad- 
vantage of your opportunities. In the 
early part of this convention you were 
charged with gross negligence in the 
matter of overlooked opportunities. 
Here is a partial list of opportunities to 
build your business. Bankers—garages 
—hotels and restaurants—building con- 
tractors—lawyers — painters — general 
stores—office buildings, etc. In the face 
of that list we are pikers. oe 

Analyze the hardware man. In many 
cases he has the same old store of his 
fathers, while all around him all new 
growing business establishments. He 





Hamp Williams appeared 
before the Place of Meeting 
Committee with an_ invita- 
tion for the Association to 
hold 
in Hot Springs, Arkansas, 


its 1932 Convention 


during the celebration of 

the One Hundredth Anni- 

versary of Hot Springs Na- 
tional Park 


must grow also and every growing busi- 
ness is based on the use of facts. Henry 
Brown must dig for the facts as the 
builder of a large building digs his foun- 
dation. The better the foundation the 
bigger the building can be. Henry 
Browns future structure depends upon 
his foundation of facts. On him rests 
the responsibility for getting those facts. 

Mr. Nichols advised each dealer to 
build up an accurate card file of present 
customers and add to it all potential cus- 
tomers. To accumulate facts about his 
community, the town, the industries, and 
the farms. They are many agencies 





J. M. Stone, Secty., Kentucky 


Association, and Mrs, 
Louisville, Ky. 


Stone, 


where Henry can obtain the informa- 
tion, he said, citing the banks, public 
utility corporations, etc. “When all of 
your competitors are working on facts,” 
he declared, “it is a deadly thing to 
guess.” Study your competitors in town 
and up to fifty miles away because good 
roads make distances short. 

In Philadelphia, he said, one mail 
order department store has more men 
under its roof each Saturday than have 
all the stores on Walnut, Market and 
Chestnut Streets. Why? It is up to 
Henry Brown to find out. 

Today, he said, Mrs. Smith is the 
buyer. She spends from 85 to 95 cents 











roads. One is wide, smooth, well paved 








(Continued on page 160 
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HENRY BROWN’S JOB 


study of himself. 

He had learned a great many 
useful facts about John Smith, con- 
sumer. He knew more about John, his 
characteristics, attitudes, habits and 
commodity requirements than ever be- 
fore. 

From his survey of his trading area 
he knew where the different John 
Smiths got their money. 

He knew where each John Smith, 
farmer, lived, how many acres he oper- 
ated, what crops he raised and when he 
had money coming in. 

He knew more than ever before about 
the industries of his town—how many 
men they employed, the aggregate of 
their payrolls and the approximate dis- 
tribution among employees. 

He had discovered the merchandise 
needs of the institutions of the com- 
munity, especially merchandise handled 
through stores like his. 

He had learned some very definite 
things about where the hardware dollars 
of the John Smiths were being spent, 
and what for. 

He had found out the Smiths’ con- 
ception of merchants and _ trading 
places. 

And in learning all these things he 
had been amazed at the potentialities of 
his market; he had discovered wonder- 
ful opportunities that he never before 
had appreciated, much less attempted to 
realize upon. 

What should he do, now that he 
knows all this? 

This was a very pertinent and per- 
sonal question; no one but himself could 
answer it. 

Information is not an end within it- 
self; it is only the means to an end, and 
all of his study, all of the knowledge 
gained by it, will avail naught unless 
put to practical use by Henry. 

His business life is like the parable 
of the talents; Brown must use his 
talents, as represented by this newly 
acquired knowledge, if he is to multiply 
them. 

Trying to determine, then, how to 
use all this information so as to make 
his business more efficient, Brown 


Hiss BROWN continued his 


turned his thoughts to a consideration 
of his functions as a merchant who 
must earn his living by serving his fel- 
low men. 

Somewhere in his reading he came 
It said his primary 


across a definition. 


functions are “to create time and place 
utilities ; to have merchandise at a place 
convenient to his customers when they 
want it, in the quantities they want, 
and at the price they are willing to 
pay.” 

To Henry’s mind, this was somewhat 
academic. It was easier to understand 
the phrasing of his association; that he 
is the purchasing agent for his com- 
munity. 

Purchasing agent for his community ! 

That means that he is a servant of 
his customers, charged with clear-cut 
responsibilities and obligations, insepa- 
rable adjuncts of his position. 

To justify himself and maintain his 
place in the community’s economic 
structure he must render a service ac- 
ceptable to consumers and profitable to 
himself. 

To render a service acceptable to con- 
sumers he must know and be guided 
constantly by the demand and opinion 
of consumers, perhaps the most variable 
phenomena in this world of change. 
Wanting always something different, 
capricious in the extreme with often 
abrupt changes of opinion or action, 
they constitute a worth while challenge 
to him. 

To render a service that will yield a 
profit to himself means not only that 
he must fathom the phenomena of the 
ever-changing consumer, but also that 
he must so manage his promotional ac- 
tivities and internal affairs as to match 
the most skillful methods of his com- 
petitors in merchandising and positively 
control every phase of his business op- 
erations. 

He must equip himself to serve the 
consumer efficiently. 

He must provide such physical facili- 
ties as will make the desired merchan- 
dise available conveniently when and as 
wanted. 

His business structure 
founded upon sound policies. 

To his community he owes the obli- 
gation not only of operating a good 
store which furnishes a good merchan- 
dising service, but also of being a good 
citizen. 

Nor does his responsibility end with 
his own attitude toward his business 
and his community; he can not evade 
responsibility for the attitude of his em- 
ployees and their efficiency in serving 
his customers. 


must be 





Then he owes his craft the obligation 





of adhering to high business standards 
and of merchandising so efficiently as to 
enhance the general prestige of hard- 
ware retailing. 

And to himself there is the obligation 
of so managing his business as to win 
that reward of self-satisfaction which 
comes only with the consciousness of 
having well performed a worthy task. 


A Task That Challenges 


Henry Brown concluded that he has 
an interesting job; he gained a new and 
greater measure of self-respect when he 
visioned himself as the source of the 
inspiration, intelligence, and energy for 
the accomplishment of this job. 

And he found this increased self- 
respect supported and strengthened as 
he contemplated the fact that, in spite 
of growing competition, hardware mer- 
chants are among the best situated of 
all independents. Two out of three 
made a profit in 1928, according to his 
association’s survey—an enviable record 
in the realm of general business. 

Conscious that his store occupies a 
definite place in his community’s eco- 
nomic life, is well established in the 
thought of the public, has a reputation 
for carrying good merchandise, and that 
the goods he carries are less affected by 
style than many others, he approached 
his task with a confidence that assured 
success. 

“What do my customers want?” pon- 
dered Henry Brown. “How can I se- 
lect merchandise to fit their wants?” 

“And if I do have the goods they 
want, what must I do to let my custom- 
ers know that I have them?” 

With new lines coming on the market 
all the time and others passing out of 
active demand, it is a question, indeed, 
to know what to buy and not to buy. 

Brown thought of how flashlights 
have largely replaced lanterns; of 
women buying enameled ware and 
aluminum ware instead of iron cooking 
utensils; of the little sale, if any, for 
such things as percussion caps, grain 
cradles, buggy whips, lap robes, fancy 
oil lamps, hammocks, horseshoes, and 
so on. 

How seldom he sold any of these 
things! If he had much money tied up 
in goods that were out of date or that 
sold infrequently, might not the interest 
on this inactive capital, together with 
the rental cost of storing such goods 
and the wages of paying clerks to 
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Chapter Five Completed the Convention Story of ““John Smith, Con- 
sumer’’ and Was Presented for Discussion at the Thursday Morning 
Session of the Congress 


handle them entirely consume that ever- 


| 


Many department stores study sales 


narrowing difference between margin | not only by articles and sizes, but also 


and expense, the thing called profit ? 

It was something to be concerned 
about ! 

He read from someone who had 
made a study of the subject that re- 
tailers generally need less than 50 per 
cent of their average stocks, and yet 
their stocks of salable goods are often 
incomplete. 

He wondered 
his stock! 

If most of his auger bit sales were of 
four sizes, while he had fourteen other 
sizes in stock, representing idle capital ? 

If 11 bit braces produced 81 per cent 
of his sales, compared with only 19 per 
cent from 23 other numbers? 

If 81 per cent of his hammer sales 
came from 10 numbers and it required 
29 others to produce the other 19 per 
cent of sales? 

If it took 11 block planes to produce 
10% per cent of sales of this line while 
only 8 produced 891% per cent of the 
sales? : 

If 26 hatchets produced 80 per cent 
of hatchet sales, against 20 per cent 
from 35 other hatchets? 

He read in his trade paper that actual 
studies showed this situation to exist 


if this were true of 


generally; did it hold good in his 
store? 
And if it did how much inactive 


capital slow-moving stocks must repre- 
sent—capital that ought to be released 
and reinvested in productive items! 

He became convinced that the only 
way to find out would be by actual 
study of his own business. 


Control of Stocks 


He must keep and study stock records 
to know which items are passing and 
which are having increased demand. 
Records of this kind and their con- 
sistent use, he has heard, characterize 
the operations of his much, touted com- 
petitors. 

Long ago, department stores found 
such records absolutely essential. They 
must know what goods are moving and 
what are not; those not moving rapidly 
enough are gotten rid of and the capital 
released for more salable lines. 

Bargain basements, automatic mark- 
down sections, end-of-the-month sales 
and other means are used to move goods 
that cumber the inventory. 


| 


| during a 








by price lines. 

It is not always easy to pick the types 
of garments women will buy, but these 
stores have found that they can fore- 
cast with great accuracy the number of 
$15, $25 and $50 dresses that will sell 
season. The material, the 
color, the length of skirts may change, 
but price lines are fairly constant. 

Chain store organizations also rea- 
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Follow the discussions 
and the summary on 
this interesting session. 
You will find them im- 
mediately after the con- 


clusion of Chapter Five 


(See page 108) 
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lize that large inventories of slow- 
moving stocks do not conduce to profit- 
making. So, while they may not be 
immune from occasional mistakes in 
buying, they waste no time in correct- 
ing such mistakes. 

The goods are disposed of, even if 
sometimes they have to be thrown 
away! 

Effective use of stock records is one 
of the most important steps in modern 
merchandising, not only in directing at- 
tention to the obsolete, but in avoiding 
shortage of goods that should be in 
stock. 

Brown has never studied price lines 
as he should, to enable himself to carry 
well balanced stocks according to his 
customers’ inclination in respect to 
price. 

But if he intends to stay in the pic- 
ture, he will have to do these things, as 
others do. 

Only by study of his own sales ex- 





perience will he find out whet mer- 
chandise best fits into the requ.sements 
of his customers, and what other lines 
he may add advantageously, considering 
competition in his community. 

Considering competition ! 

That he has continually to consider. 

Always there are other merchants, 
other commodities, other services bid- 
ding for the Smiths’ dollar, even the 
hardware dollar. 

If competitors offer more desirable 
merchandise, quote lower prices, give 
better service, they will win the Smiths’ 
patronage. 

For the Smiths-owe Brown nothing 
beyond what he earns. He can hope to 
survive only if his service equals, of 
excels, that offered by others. 

But Brown is confident that at the 
same time his studies indicate what 
goods to stock and what to discontinué, 
what he can sell in the circumstances of 
his customers’ wants and his competi- 
tion, his studies will also, by pointing 
out those things in which his customers 
are most interested, show him what is 
best for him to display and on which 
he can best afford to concentrate sell- 
ing effort. 

He feels sure that when he has ac- 
curately adjusted his buying to his 
sales, he will find that he renders to his 
customers that acceptable service which 
is his aim. 

Adso, that this will be an important 
contributing factor in producing that 
profit for himself which is his goal. 


Making the Store More 
Appealing 

Then the question: “If I do have 
the goods my customers want, what 
must I do to let my .customers know 
about my offerings? 

“Tf I could just cultivate in customers 
the habit of coming into my store! 

“Especially, women; if I could get 
them to think of my store, not as the 
place of last resort for goods that they 
can’t find elsewhere, but as the first 
place to come, their natural and logical 
source of supply!” 

Following the train of thought pro- 
voked by this wish Henry wondered if 
he had not kept his store largely a 
man’s store through his failure to show 
merchandise of particular interest to 

(Continued on page 104) 
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The Finishing of a Bricklayer’s 


By GEORGE K. GOODWIN 


Wm. Rose & Bros. Sharon Hill, Pa. 


attempted to relieve the tedium of technical detail by 

telling much of the story with pictures, but the 
camera missed the villain in our little plot. It may be a 
mistake to use the words “little plot.” Five operations 
have been described, each of which required a red fur- 
nace heat, and it must be remembered that these involve 
but half the dangers to which our forging has been ex- 


|: four earlier articles of our series this magazine has 






















illustration 
the 
packing of crucibles at 
the Steel 
Company’s plant, Pitts- 
burgh. 


HE 


above shows 


Colonial 


sie 


Right: Crucible Steel plant of the Halcomb Steel Co., 
Syracuse, N. Y. The crucibles are the pots piled near 
the. wall. In the center, the furnace covers are removed 
before the husky melter, swathed in wet burlap, reaches 
down with long tongs to lift the crucible of steel from 


the furnace bottom. 


posed. Before it left the steel mill it had endured three 
at even higher temperatures. This brings the total to 
eight “scenes” as we read in the bill boards, “in which 
the purity of our heroine was menaced by an insidious 
foe,’ which every hardware man knows as the enemy of 
either cold or hot iron. 

Only in the first of the eight, the steel making process, 
was it practical to afford positive, solid protection. Pre- 
paratory to that operation the iron carbon and 
other ingredients to be melted together were 
weighed into a pot just as a druggist compounds 
a prescription. This covered pot—which was used 
to exclude the furnace flame—is called a crucible, 
and gives its name to the highest grade of tool 
steel. When the three cheaper grades are to be 
made, the ingredients are melted exposed on the 
bottoms of furnaces. 

The results of mechanical operations on a forg- 
ing are easily inspected but the effects of heats 
and furnace atmospheres prove the ability of the 
tool forger. With a liberal hand the manufacturer 
must design his furnaces. Ample space must be 
provided so that combustion will take place before 
the blast reaches 
the work. He 
must limit, with a 
valve, the air 
which he admits 
to burn the fuel, 
and must waste- 
fully supplyan 
excess of: fuel to 
form an oily va- 
por, even smoke 
bearing, to sur- 
round the forging 
being heated, and 
serve the same 
purposeas the 
wall of the cruci- 
ble which ex- 
cluded the “vil- 
lain” during the 
steel making op- 
Probably you’ve recognized in this “villain of 
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eration. 
our plot” the oxygen of the air and of moisture. A 


single player can lose the game. Any one of seven 


furnaces improperly designed or controlled, can destroy 
the work of all. 

Now I must take the risk of arousing your incredulity 
by stating that blades, having run the gauntlet of no 





























HARDWARE AGE for JULY’ 4, 1929 





Trowe 


less than eight furnace flames, are only con- 
taminated to a depth of about one three- 
hundredth part of an inch below the surface. 
This thin skin is hard enough to defy any 
tool of metal which one might desire to use 
for its removal, 
but there is a tool 
w hich triumphs 
over the hardest 
steel —a grain of 
sand. Our grind- 
stone is actually a 
tool holder six 
feet in diameter 
and six inches 
thick, quarried 
from deposits left 
by flowing waters 
during the dim 
ages before man 
came upon the 
Earth. Gradually 
the grainsof 
sand, which had been ground away from still older rocks, 
settled on the bottom, each bedded in softer silt, which 
has since been compressed into a binder—a cementing 
material which holds the sand until it has become dulled 
by scratching away the blue surface of our gorging. 

Your customers among the stonemasons will be inter- 
ested to learn that one of their number became the first 
great authority on the sandstones from among which 
our grindstones are selected. Hugh Miller, with a blow 
of his hammer, uncovered the form of a fish within a 
building stone. From this he concluded that water had 
once covered the hills of 
Miller’s native Scotland. He 
went on from one discovery 
to another and thus a dusty 
mason laid the foundation 
for all our modern knowl- 
edge about the structure of 
the Earth. 

You will readily believe 
that simultaneous “scratch- 
ing” by a multitude of grains 
of sand absorbs power. One 
automatic grinding machine 
takes as much as three or 
fourtrip hammers. The sur- 
face is kept cool by a stream 
of water because the friction 
would generate a tempera- 
ture which would spoil the 
temper of the steel. 
(Continued on page 151) 


Right: A man 
holds a_ polishing 
“stick” so that 
front of brick 
trowel is against 
wheel. “Stick” for 
back of trowel is 
also shown. Wheel 
has wooden center 
and leather is 
glued and nailed 
to edge - forming 
polishing surface. 
Blade to be pol- 
ished is greased 
and corundum 
grains sprinkled 
on it. Below: A 
grinding room 
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A large forge furnace in the W. Rose 
plant is shown above. At the left three 
workmen moving large grinding wheel 
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THE EXECUTIVE MIND 


; By SAUNDERS NORVELL 


OST men who make a success in business start 
M at the bottom. I know a railroad president, the 

head of one of the greatest railway systems in 
the United States, who started his career as a track- 
walker. I know of another executive of a great jobbing 
house, who made his first money selling newspapers on 
the streets of a Western city. Cases of this kind are so 
numerous and so commonplace in the United States that 
it is not even interesting to refer to them. Such cases 
are bromides. 

The point, however, I wish to make leads me to start 
my story at the very bottom. The lower a man starts in 
business the better. It is always unfortunate when a 
man finds it necessary to start at the top. 

My father had an expression he often used. He 
would say, “The tumblebug is the only animal in the 
world that is larger when it is born than ever after- 
ward,” and then, with a twinkle of his eye he would add, 
“Don’t be a tumblebug.” 

There is a feeling in the United States that if a man 
starts in an industry at the very bottom and does work 
his way up in that industry step by step, that when he 
reaches the top he is more secure than some other man 
who happens to start either at the top or about half way 
up. The fact that a man has worked through every de- 
partment of the business up to the top generally gives 
the assurance that he knows the business thoroughly, and 
that he is better able to handle the employees because he 
understands how employees think out their various 
problems. 


Ta ERE is nothing in the world that will teach a man 
how it feels to want a raise in salary than to have had 
the actual experience of wanting a raise, needing it and 
sometimes not getting it. A man who has worked up 
in an organization understands all the hopes and fears 
of the employee. He understands all their petty vani- 
ties and jealousies. He knows the things that encourage 
him and make him happy. He knows the other things 
that sometimes cut him to the quick and make him very 
unhappy. This knowledge and this experience cannot 
come to any man unless he has worked his way through 
a business step by, step. 

But all I am writing is simply in preparation for an 
idea that occurred to me a number of years ago. With 
this idea in mind, I have watched and studied men in 
their progress upward in their different lines of work. 

Once I wrote that when a man is paid by the hour he 
thinks by the hour; when he is paid by the week 
he thinks by the week ; when he is paid by the month he 
thinks by the month; when he is paid by the year he 
thinks by the year. Anyhow, this suggestion sounds 


rather good, and I am inclined to think if it is not 
entirely true there is a whole lot of truth in the idea. 


When a man has worked as an employee for a number 
of years it is only natural, and to be expected, that he 
should have the employee’s state of mind. What I 
mean by that is that being a person who works under 
orders and is given orders to be followed out, his state 
of mind is to receive orders and to work only under 
orders. I have studied many men in their daily work, 
and I have seen a large number of these men who, all 
their lives, no matter what position they occupy, have 
this employee’s state of mind. They have never recov- 
ered from that state in which they were always ready to 
receive orders. They must always have someone upon 
whom they can lean. This type of man does not take 
quickly to responsibility. He rather shirks responsibility. 


Ix a business with which I was one time connected, 
there was a very attractive stock clerk in the fancy goods 
department. I watched this man at his work. He was 
always regular and dependable. He always -arrived on 
time and he always left exactly on time. He never 
overstayed his lunch hour. His stock inventories were 
always to be depended upon. 

I liked this little fellow so much that one day I called 
him into my office and suggested that he go out in the 
city as an assistant city salesman. I told him I believed 
that he could find promotion more rapidly through the 
sales department; that he could make more money in 
this way. 

I was astounded when he told me that he did not 
wish to be a salesman. He stated that he knew a sales- 
man’s life was a very irregular one and he preferred a 
regular life. He also told me that he did not care to 
assume the responsibility of being a salesman; that he 
preferred a job where he worked under somebody else 
and where his tasks were clearly defined. 

In other words, to an unusual degree, this clerk had 
the employee’s state of mind. He was happy in this con- 
dition, so I realized, after a long talk with him, that 
if he attempted to do anything else he would be very 
unhappy. Therefore he continued as a stock clerk, and 
all I could do was to promote him to be the assistant 
to the manager of that department. He proved to be 
a very valuable man in this position, and that is where 
I last knew him. 

In another business in which I happened to be inter- 
ested, long before my time, the son of the head of the 
business went to work in a certain department. He was 
very efficient in his work. He became one of the best 
posted men in the United States on the particular line 
of goods carried in this department. In time, he became 
the head of that department and conducted it in a very 
profitable way for the concern. His father died and he 
suddenly became the president of the business. This 
was about the time I came in contact with him. 
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The curious thing about this man was that notwith- 
standing his success in his particular department, and 
notwithstanding his intelligence, he never actually became 
the executive head of his own business. “The reason for 
this was not hard to find. He had become so thoroughly 
inoculated with the work in that one certairi department 
that he had no desire or aptitude to work with all de- 
partments. 

This man had developed himself into a specialist. In 
his line he was acknowledged to be the best posted man 
in the country. But when it came to handling a large 
business with many departments and many various lines 
of goods, he was entirely out of place. This man, not- 
withstanding his great opportunities throughout the 
years he had worked in the business under his father 
in one department, unconsciously had developed an 
employee’s state of mind. When his father died he was 
too old to change. Therefore in this business the curious 
condition existed of a very intelligent man with an em- 
ployee’s state of mind at the head of a large business, 
which required the very highest grade of executive 
efficiency. 

What happened? Of course, the inevitable happened. 
Another man with a different kind of a mind, with a 
broader training, became the actual executive of this 
business. One man, an older man, was the president. 
He had the title and he drew the salary, but the younger 
man without the title and without the salary was the real 
head of the business, and the difference between these 
two men was almost entirely a difference in their state 
of mind. One man had an employee’s state of mind 
while the other man was a natural born executive. 

At one time I attended a convention of the district 
sales managers of a certain concern. These sales man- 
agers were in charge of various territories in the United 
States. Each sales manager had a number of salesmen 
reporting to him. The head of this business gave a talk 
to his salesmen, and he said a strange thing to these 
sales managers. What he said was this: “You have ex- 
clusive control of a certain fixed territory. You have 
men looking up to you for instructions. Now, what I 
want on your jobs are not men with the mind of an 
employee, simply waiting for orders and instructions 
from above. I want men with initiative ; men who have 
passed beyond this employee’s state of mind. I wish 
men who have an executive state of mind; in other 
words, the state of mind of an employer.” 

This, therefore, is the idea I am writing about in this 
article. Are you going to have an employee’s state of 
mind all of your business life? There, of course, is no 
doubt that every man who starts in work must, for a 
while, have this state of mind, but unless he sheds this 
state of mind, just as a snake sheds its own skin, this 
man will never become a real and satisfactory executive. 


I HAVE been asked to write articles for salesmen. 
There is nothing better that I can do than to dwell upon 
this thought in advising salesmen. It does not make 
any difference whether they are manufacturer’s sales- 
men, jobber’s salesmen or retail salesmen. If you have 
the employee’s state of mind, then you are not working 
your “think tank.” You are not trying to think out new 
ideas to help develop the business. You are not trying 
to think out how you can save your firm money. 





The man with the employee’s state of mind tries to 
make friends with the customer of a house by sacrificing 
the interest of the house, in the interests of the customer. 
If he is a retail salesman, if he has any authority in the 
way of making prices, he sells goods lower than he 
should. He considers the customer’s interests. If he is 
a jobber’s or manufacturer’s salesman, he has the same 
state of mind. He is thinking of the customer’s inter- 
ests instead of the interests of his own organization. He 
is trying to figure out what he can give away, either in 
price or in service, wasting profits in selling and increas- 
ing expenses unnecessarily. 

Employees in many an organization, consciously or 
unconsciously, stand together as a unit, opposed to the 
best interests of their house. Even if they see things 
going wrong, in order to protect their fellow employees, 
they will not call attention to what is happening. They 
have the employee’s mind. 


Tue whole point of this article is that after a man 
has worked his way up step by step to a certain point, 
for instance as a salesman or a District Sales Manager, 
or the head of a department, unless he has a complete 
change of mind, he will never become a great executive. 
You must stop thinking in terms of an employee and 
think in terms of the employer, of the general welfare 
and interest of the business. You must stop thinking in 
terms of one department. If you do not have this 
change of mind, then development ceases. Your evolu- 
tion has come to a standstill. 

I remember on one occasion I happened to make a talk 
at a country club at Farmington. One of the large 
manufacturers of New Haven was present. I happened 
to be a guest of this manufacturer. I had been told 
that he started in a very small way making odds and 
ends of brass goods. He was first a manufacturer, then 
he would shut up his shop and sell what he had made. 
When he had accumulated a sufficient quantity of orders, 
he would return and make up the goods, and for a long 
time it was a one-man concern. Finally his business in- 
creased to such an extent, he found it necessary to hire 
one other man. . 

I referred to all this in my talk, and then I made 
the point that when this manufacturer hired this other 
man to work for him, a great change took place in him. 
He was now an employer of labor. His future depended 
not so much upon how he made the goods himself, but 
upon how he would handle the labor that made the goods 
for him. 

It happened in this case that this gentleman developed 
great executive ability. He knew the art of handling 
men. His factory grew until it was the largest in his 
line in the United States. This, as I said on that occa- 
sion, was simply because as his responsibility grew, his 
mind changed with his growing responsibility. He shed 
the employee’s state of mind and took up the mind of 
an employer—an executive, and as a result, he was suc- 
cessful. 

At the present time we are hearing a great deal about 
jobbers in the hardware line establishing chain stores. 
Almost every day, bankers and others are asking us 
what we think of this new development. We wonder 
how many of these jobbers and retailers, who are or- 

(Continued on page 142) 
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installment of the simple 
method of forming the 
modern show card Roman alphabet 
by first outlining a skeleton letter and 
filling in the center with solid black. 

Letters which are first made in 
outline and afterward filled in are 
generally recommended to all begin- 
ners, although some prefer to tackle 
the single solid stroke method which 
is the more difficult at first but by far 
the speediest and easiest method after 
the knack of brush manipulation has 
been acquired. 

The letters “O to U” shown here- 
with in capital and lower-case give a 
very clear idea of the several brush 
strokes used in the formation of each 
letter. 

Take the first capital letter “O” at 
the top of the plate which requires 
just four sweeping strokes to com- 
plete the skeleton outline. Stroke 
No. 1, starting at the top to the left 
is brought down to the bottom line 
and the brush removed where the 
word stop indicates. These same 
strokes are used in the formation of 
the capital letter “Q”. The letter 


Hy ‘istatiment is shown the third 
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MoberN POosTER 


in four lessons 


By JOSEPH BERTRAM JOWITT 


“R” shows the identical strokes used 
in forming the letter “P.” 

Water colors are the best, clean- 
est, cheapest and the quickest to use 
for all-round show card work which 
is not exposed to the weather. But 
where oil colors are easily obtained 
and the beginner prefers to use them, 
he will find japan colors the best. 
Those which come in paste form may 
be thinned to the proper consistency 
by adding spirits of turpentine, in- 
cluding coach colors, such as drop 
black, cardinal red, chrome yellow, etc. 

The reason that pure Red Sable 
brushes are the best is that they re- 
tain their shape longer than any other 
hair, last longer, are the easiest to 
letter with and will not curl up like 
the camel hair brushes. 


Ix reference to the “best makes 
of supplies to secure,” this question 
would be as difficult to answer as who 
makes the best sporting rifle Fifteen 
years ago there was only one concern, 
to the writer’s knowledge, manufac- 
turing show card water color inks ; 
today there are more than a score 
of manufacturers all claiming a 
superior product. Fact is, to a cer- 
tain extent the same pigments are to 
be found in like colors. Some may 
be ground a little finer than others 
and thereby work smoother and 
much better than others. While 
other makes have quicker drying 


and 
Photo. 
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qualities, some with a gloss, others 
with a flat finish, therefore it would 
not be fair to recommend any one 
brand above another. 


Berow is a list of well-known 
brands of show card inks, brushes 
and pens, and names and addresses of 
manufacturers and firms where gen- 
eral show card supplies may be pur- 
chased, any of which will be sure 
to give the beginner entire satisfac- 
tion. 


Show Card Water Colors 


Most show card water colors may 
be used the same as ink for the let- 
tering pens, if diluted with water to 
the proper consistency so it will flow 
freely from pen. Higgins India Ink 
is the best for the Speed Pen, as this 
ink requires no thinning but is not 
heavy enough for brush lettering— 
the following makes of show card 
colors may be used for brush or pen: 
Thaddeus David’s “Letterine,” J. G. 
Bissel’s Show Card Colors, Carter’s 
Show Card Colors, J. Willer’s Moist 
Show Card Colors, Devoe & Raynolds 
—“Devoe” Show Card Colors, Wall- 
brun, Kling & Co. Show Card Colors. 
Any one of the above colors will 
prove entirely satisfactory. Below 
is a list of show card supply houses: 

N. Glantz, 31 Spring Street, N. Y. 
City; Devoe & Raynolds (a letter 
addressed to this firm at any of the 
eight cities mentioned, will bring a 
prompt reply), New York City, 
Buffalo, N. Y.; Chicago, IIl.; Denver, 
Colo. ; Kansas City, Mo. ; Cincinnati, 
Ohio; New Orleans, and Minne- 
apolis, Minn. ; Devoe & Raynolds carry 
a complete assortment of show card 
supplies and will forward an illus- 
trated circular for the asking. Wall- 
brun, Kling & Co., 329 South Clark 
Street, Chicago, Ill.; Bert L. Daly, 
Dayton, Ohio.; Geo. E. Watson Co., 
62 Lake Street, Chicago; F. Eber- 
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hardt & Son, 298 Pearl Street, N. Y. 
City. 
Equipment for the Beginner 
It is not necessary for the begin- 
ner to purchase a large amount of 
supplies as a 2 ounce bottle of show 
card ink will write a good many 
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4 Higgin’s Ink is recommended). One 
dozen assorted “Soennecken” 


round 
writing and lettering pen points, sizes 
1, 2, 3 and 4. One box containing 
six different sizes of the Esterbrook 
speed pens. One 10 cent piece of 
“Artgum” a composition for erasing 
lead pencil lines, (sold in most sta- 
tionery stores). One yard stick, or 


some straight edge ruler; with this 
outfit the beginner is equipped to 
make any kind of a show card—but 





don’t forget that practice makes per- 
fect in show card writing more sure- 
ly than any other job you may under- 
take. 

In the next article of this series 
the writer will explain all about the 
Air Brush, with show card illustra- 
tions. There are many people who 
do not know just what an ai? brush 
is, in fact it is really not a brush at 
all, but with it you can produce won- 
derful show cards. 








show cards, and one-half dozen red 
sable brushes will last many years if 
taken care of. The writer suggests 
the following: 

One each, Nos. 6, 8, 10 and 12, 
round red sable brushes. One each, 
4, % and 1 inch flat, single-stroke 
red sable brushes. One two ounce 
bottle each of the following show 
card water colors: black, white, red, 
green and blue. One two ounce bot- 
tle of gloss black for all lettering pen 
use (except the speed pen, for which 
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Midnight Sale Proves Success 


An enterprising Idaho dealer recently staged a mid- 
night sale which was unique and a stimulator of 
good-will. 

The specially featured line of this sale was blankets. 
While many hardware dealers do not stock this merchan- 
dise, the principles of the sale can be used effectively for 
almost any item in the hardware store. 

At eight in the evening on the day of the sale, the 
doors of the store were opened and a fife and drum corps 





composed of employees paraded the streets, wrapped in 
vivid Indian blankets—such as were on sale. All mer- 
chandise in the store was covered except the featured 
line and no other lines were sold during the evening. 

To hold the customers until the midnight hour, a 
series of hourly sales were arranged, when a limited 
number of blankets were offered at a special low price. 
When the clock struck twelve, ten blankets were thrown 
from the roof, as souvenirs. One thousand pairs of 
blankets were sold during the evening. 
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Why the Smiths Buy As 











he finds it he probably buys, even 
though the assortment be limited. He 
feels that he has no time to look around. 
Convenience of store location and quick- 
ness of service are important to him. 

But a very evident note of caution 
marks the purchases by Mrs. Smith. 
She wants to be sure that nothing simi- 
lar will suit her better. She may find 
exactly what she thinks she wants, but 
if the assortment is limited she is likely 
to look elsewhere, just to be sure. In 
her case, complete assortment is impor- 
tant. 


Assortments 


Especially for larger articles, those 
that represent a considerable outlay, 
that are bought infrequently or which 
are not entirely definite in the prospec- 
tive customer’s mind, buyers prefer 
stores with large assortments. They 
like to shop different stores, comparing 
the goods and prices. 

Small town hardware dealers report 
losing stove sales because of small as- 
sortments. Buyers go to larger towns, 
where there is a wider range of choice. 
Perhaps they buy the same stoves that 
the small-town dealers had, and ai the 
same, or higher, prices. But they are 
prone to “look around.” 

Some buyers go to paint stores in- 
stead of hardware stores for paint, feel- 
ing that a specialty store carries a big- 
ger assortment. 

The same reason often takes custom- 
ers for electrical merchandise to the 
electric shop, and those for kitchen 
utensils to the department store base- 
ment. 

One Mrs. John is quoted as saying 
the lumber yard had a better assortment 
of builders’ hardware than the hard- 
ware stores of her town. 


Salesmanship 


As to salesmanship, John and Mrs. 
Smith react similarly, .but entertain 
varying views. 

If the article under consideration is 
one of which they are not fully in- 
formed, they expect the salesperson to 
discuss its purchase with such knowl- 
edge of their requirements, as well as 
of the goods itself, as to merit their 
confidence. 

In such cases they want counsel and 
intelligent advice and are impressed by 
the salesman who demonstrates both the 
desire and the ability to direct their 
purchase to their best advantage. 

If it is an article on which they feel 
that they are sufficiently informed, or 
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even that.they know more about the 
goods as well as their needs for it than 
does the salesman, then advice not only 
is not welcomed, but is sometimes re- 
sented. 

“T remember,” said Mrs. Smith to 
John, “that when I went to get the paint 
to decorate our breakfast room set I had 
seen a set finished a certain way in one 
of the stores and it looked fine. 

“But the salesman tried to change my 
mind. He tried to tell me that com- 
bination of colors wouldn’t look well at 
all. What did he know about color 
combinations ?” 


Dependable Service 


They feel that it is Henry Brown’s 
business to keep posted on style changes 
so as to counsel them in this respect. 
They do not want to buy goods that are 
becoming obsolete, unless compensated 
by a bargain price. 

They prefer to trade at a store that 
gives dependable service, and to their 
minds “dependable service’ means 
“square dealing.” 

If they place a special order, or re- 
quire some repair work, they like to 
have the assurance that the transaction 
will be completed exactly as promised, 
and that the merchandise will perform 
according to representations. 

“T like to trade at a store where I can 
believe what they tell me,” said John. 

“Yes,” responded Mrs. Smith, “how 
often it is that people are so anxious to 
sell that they will promise anything! I 
remember when we bought gur washing 
machine; the salesman said he would 
send someone out with it who would 
show me exactly how to operate it. I 
don’t believe the man who came out 
knew as much about washing machines 
as I did.” 

The Smiths may be willing to take a 
chance sometimes in other types of 
stores if they think they are getting a 
bargain, but in the main, the store that 
gets their steady business is the one 
that has established in their minds a 
reputation for good merchandising and 
for square dealing. 

John’s conclusion was that good 
salesmanship is important, since noth- 
ing irritates him more than to be forced 
to deal with a poor salesman. 

Mrs. Smith, however, thought she 
was little influenced by salesmanship. 
She felt it would indicate weakness to 
admit she bought because of “sales- 
manship” ; she liked to think she makes 
up her own mind. 

She admitted, though, that in the va- 











They Do 










rious stores where she trades regularly 
there are certain salespeople with 
whom she prefers to deal. 

The truth is that, whether they com- 
monly admit it or even realize it, cus- 
tomers are greatly influenced by sales- 
manship, be it good or bad. 

Even Mrs. Smith’s buying, like every- 
body else’s, is largely determined by the 
way transactions are handled by the 
salespeople. Under the influence of 
good salesmanship she buys; with poor 
salesmanship, she looks elsewhere. 

Both John and Mrs. Smith may over- 
look lack of knowledge if the sales- 
person is courteous, attentive and shows 
a real desire to be of helpful service. 
Whether they realize it or not, the 
business houses which will get their 
trade, sometimes in spite of price dif- 
ferentials, are those where the sales- 
people remember the Smiths by name 
and keep in mind something of their 
likes and dislikes. These factors go 
far to establish and maintain their con- 
fidence in the store’s efficiency. 


Location 


The automobile has enlarged their 
shopping radius so they can trade in 
many places,- but convenience is still 
important and many of the Smiths’ 
purchases are influenced by the loca- 
tion of the stores. 

Despite predictions that because the 
automobile has made it possible for 
farmers to reach larger towns easily, 
the village merchants would be put out 
of business, nothing of the kind has 
occurred. 

The farmer may visit the larger town 
often, but the nearby store is still more 
convenient and much of his patronage 
remains with the village merchants. 

Saving of time for recreation orf 
amusement may lead the city Smiths 
to trade at the most convenient store. 
This may be the one downtown nearest 
John’s office, or for Mrs. Smith, the 
neighborhood store near her home. 

The thing to be bought determines 
whether location is a material influence 
or not. 

For “shopping goods,” those of con- 
siderable importance and involving an 
expenditure of ten dollars or more, the 
Smiths are not likely to drop into the 
most convenient place and buy. They 
will visit a number of stores, even if 
they must leave their ordinary paths of 
travel. 

For “convenience goods,” smaller ar- 
ticles of staple character and standard 
quality, on which price is more or less 
(Continued on page 98) 
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uniform, they feel that nothing will be 
gained by visiting different stores. So 
when they need things of this kind they 
are likely to drop into the handiest 
store having such merchandise, whether 
it be on a busy downtown street or in 
the neighborhood business section. 


Store Appointments 


The Smiths agree that they like to 
trade in a clean, well-lighted store 
where the goods are neatly arranged 
and attractively displayed. 

Cleanliness appeals to Mrs. Smith, 
especially. And good illumination is 
to her an evidence of cleanliness and 
exerts an important power of attraction. 

“If you get into a strange town at 
night,” said John, “you can usually spot 
the chain stores by their bright win- 
dows even before you can see their 
names or the merchandise. 

“I heard a dealer say he wished a 
chain store would locate next door to 
him, because its bright lights would at- 
tract people to that side of the street 
and benefit him. I wondered why it 
didn’t occur to him to put more light in 
his own windows. 

“Charlie Jones, the druggist, told me 
about some tests he made one cloudy 
day. He had half of his store lights 
on and noticed that people were con- 
stantly coming in, but they were not 
buying. 

“He turned on all the lights and buy- 
ing immediately speeded up. In the day 


he made 756 sales, while at the rate 
they were being made with only half 
the lights on they wouldn’t have gone 
over 450.” 

“T’m sure he was right,’ answered 
Mrs. Smith, “for I know that I don’t 
like to go into a dark, gloomy store, nor 
do I like to shop around where the 
merchandise is tucked away in show 
cases or behind counters. 

“Often I go into a store without 
having in mind anything definite to buy. 
I don’t want to have to ask a clerk 
to show me something. 

“What I like about the chain stores is 
the fact that everything is out where 
you can see it and handle it, and ar- 
ranged so attractively that you enjoy 
just stopping and looking at the mer- 
chandise, whether you need it then or 
not.” 

“That’s why the cafeterias do so 
well,” said John. “Frequently when I 
go in for my lunch I buy more than 
I should eat, or do eat, just because it 
is all out in sight and is so tempting 
that before I realize it I have loaded 
my tray.” 


Credit 


The Smiths consider the open charge 
account a great convenience and are 
inclined to buy where they get this 
service. 

Mrs. Smith insists that she gets 
better attention from stores where she 





has a charge account. To her it is one 





method of guaranteeing the purchase; 
she knows she can return the goods if 
she is dissatisfied and the amount is 
not paid. 

On items of large value, they may 
want deferred payment terms. They 
would rather have the use of the article 
while they are paying for it, and pay an 
extra financing charge, than to wait 
until they save the entire purchase price. 

So many things appeal to them that, 
with their income and a large portion 
of their outgo budgeted, they feel they 
might never save enough to buy the 
larger articles for cash. 

Moreover, many dealers make things 
available on “easy terms” and do not 
offer sufficient discount for cash to 
justify making the effort to buy that 
way. 

Of course, credit costs something ; but 
the Smiths don’t care a lot about eco- 
nomics and are not greatly interested 
in finding out what this cost is. The 
credit convenience fits too well into 
their way of living, their way of getting 
money and of spending it, to allow aca- 
demic discussions of expense factors in 
distribution to disturb their peace of 
mind. 

They may sometimes compare the 
prices of the cash and the credit stores, 
but when they note the bargain of- 
ferings of the latter, notably depart- 
ment stores, they are impressed that 
little is to be gained by favoring the 
cash stores, so they don’t worry much 
about the cost of credit. 








Hardware Association will hold its thirty-first 
annual Congress at St. Louis, Mo. Further de- 
tails will be available later. W. B. Allen, Palo Alto, 
Cal., newly elected vice-president was chairman of 
the Place of Meeting Committee. He was assisted by: 
J. W. McCollum, Danbury, Conn.; W. R. Yontz, 
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St. Louis, Mo., Gets 1930 Congress of National 


Retail Hardware Association 


Chrisman, IIl.; Risk Arnold, Falmouth, Ky.; L. F. 
Wolf, Mt. Clemens, Mich.; A. L. Steinke, Pipestone, 
Minn.; C. C. Carter, Carthage, Mo.; D. F. Barber, 
Boston, Mass.; W. H. Heffelfinger, Niagara Falls, 
N. Y.; W. B. Martin, Mansfield, Ohio; E. U. Rector, 
EI Reno, Okla. ; J. M. Martin, Bryan, Texas and R. M. 
Freye, Keyser, W. Va. 
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assures such service. 
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John Smith and Henry Brown 


But Mrs. Smith judges by appear- 
ances and doesn’t make allowances. It 
is no concern of hers that the sales- 
man has just had to count out a lot of 
bolts, and had gotten his hands grimy 
in so doing. She knows nothing about 
the bolts. She sees only the grimy 
hands or the dirty shirt of the man 
who is showing her an electric toaster. 

The condition places Henry in a 
quandary. He wonders if the use of 
sales girls would solve the problem. 
They could wait on a good share of the 
women’s trade. It would free the sales- 
men for other work. He might even 
get along with fewer men. 

And he wonders if it wouldn’t be 
possible to have a frank talk with his 
men, explain the growing importance of 
Mrs. Smith as a customer and make 
them see the need for neater appear- 
ance, for a daily shave, for neat shoes, 
a little more care in the appearance of 
their clothes. 

Should he insist that they not smoke 
or chew during working hours? Some- 
how he had felt for a long time that it 
was not exactly right to permit this. 
3ut he hated to be hard on the boys. 
Would he have to make such a rule in 
order to gain a larger share of Mrs. 
Smith’s patronage ? 


Are His Men Active? 


Are his men really alive to their pos- 
sibilities? Are they ambitious to get 
ahead, or merely drifting along from 
month to month with no definite 
thought of advancement? 

Had he done anything to instill am- 
bition in them, to make them realize 
the necessity of cultivating trade and 
of producing a given amount of sales 
each month? 

He wonders if some form of compen- 
sation other than the straight salary he 
has been paying would inspire his men 
to greater effort. 

Are his employees properly trained? 
Do they know their merchandise? Do 
they know how to present it to Mr. or 
Mrs. Smith in a convincing, appealing 
way? 

How can he proceed to raise the efh- 
ciency level of his sales force? 


Store Spirit 


Some of the women he had inter- 
viewed had said that they liked other 
types of stores because they seemed so 
much more progressive. 

But these critics had been rather 
vague in their definition of progressive- 
ness. One woman had said, “I dont 
know just exactly how to explain it, 





(Continued from page 85) 


but the department stores are always 
doing things. They are putting on spe- 
cial events from time to time. Their 
stores are decorated in keeping with 
the various seasons or special occasions 
during the year. They always have 
the new things first.” 

Henry thought he recognized what 
this woman meant. He could recall 
how a department store put a touch of 
spring into store decorations, both in 
the windows and the interior, at the 
opening of that season, and how other 
important seasons of the year were 
similarly treated. 

He had often admired these things. 
He had wished his store could do like- 
wise, but usually he was reminded of 
such possibilities only after seeing 
them in operation in the other stores 
and then it was too late for him to get 
ready. 

He wondered if by making some sort 
of a schedule he might prepare for 
such things in advance and put more 
of the seasonal spirit into his store 
operation. 

“What Mrs. Smith wants,” he said, 
“is change. She doesn’t like to see the 
same thing in the same place all the 
time. That’s the reason she is con- 
stantly shifting the furniture in her 
own home. I can’t match the depart- 
ment store, but maybe I could change 
the merchandise in the store around 
from time to time and thus appeal to 
her desire to have things look dif- 
ferent.” 

Active in Civic Work 

He wondered if he was putting his 
store sufficiently to the front in civic 
affairs. Could he make his booth at the 
county fair more indicative of a pro- 
gressive store instead of a space in 
which a washing machine and a range 
were placed? 

Could he build more attractive floats 
for various parades in which the mer- 
chants took part, or should he con- 
tinue to leave this to the truck driver? 

Would it be wise to secure a supply 
of bunting and flags so that on gala 
days his store would be as well dec- 
orated as any? 

Was he doing his share to make his 
town a more attractive shopping center ? 
He had come to realize that there is 
competition between towns just as 
there is competition between stores. 

A better movie, a more complete stock 
of shoes, or of any line, might be the 
determining factor to carry customers, 
and especially the rural customers, to 
some other center to do their trading. 





Henry recognized a mutual responsi- 
bility in this. His responsibility is to 
maintain a hardware store that if pos- 
sible would be more attractive from the 
standpoint of appearance, merchandise 
and service than that offered by any 
hardware store in the neighboring 
towns. He owed this to his town, to 
the other merchants. And the other 
merchants owed a like responsibility to 
him. 


General Qualifications 


His analysis grew more introspec- 
tive. He know the hardware business, 
of course. That is, he had hardware 
knowledge from the technical stand- 
point. 

But did he know hardware merchan- 
dising ? 

He began to see a difference, for no 
matter how thoroughly he knew his 
merchandise, he must know how to 
make John Smith and Mrs. Smith want 
it before his job was properly done. 

He began to grasp the idea that his 
job entailed a great deal more than he 
had ever realized. He must not only 
know hardware from the merchandising 
standpoint. He must know how to main- 
tain his store on a thoroughly modern 
basis; how to detect the weaknesses in 
his sales force, how to remedy them; 
how to train sales people; how to plan 
and think ahead, and to think straight. 

He confessed that until he had made 
his survey, he had not known nearly as 
much as he should of what the Smiths 
wanted, why they wanted it and 
whether or not they were able to have 
it. 

Now that he had such information, 
it was, of course, valueless unless he 
found means to capitalize it. 

He had sensed from many of the 
questionnaires and in a number of the 
interviews the feeling that prices in 
hardware stores are high. In some in- 
stances this feeling was justified. He 
admitted it. The knowledge revealed the 
necessity for closer study of his 
markets. He must be more sure that 
he was buying at the right price. 


Buying to Serve the Smiths 


His studies had brought him in con- 
tact with a phrase new to him. It was 
called “buying back.” He had learned 
that department stores, chain stores and 
some other types of merchandisers con- 
sider first of all the price they feel the 
consumer is willing to pay for an 
article. Having determined this, they 
go into the market to find such an 

(Continued on page 102) 
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Retail Hardware dealers who sell Co- 
lumbian Tape-Marked Rope use the many 
selling points which’ are exclusive to Co- 
lumbian, to good advantage. For example: 


It is made in the world’s most modern 
cordage mill. 


The fibre is especially selected and grad- 
ed in the Philippine Islands by Columbian 
fibre men. 


It is guaranteed by means of the fa- 
mous Tape-Marker in one of 






“Tf I were a-sellin’ Rope, 
TP’dcertainly sell Columbian 
Tape-Marked. It has more 
real good sellin’ points than 
any rope I know of—and 


them,” says Cap’n Mark. 













more’n measures up to 


It is given consistent advertising support. 


Along with its exclusive characteristics, 
every worth while modern improvement 
often specified as special in other makes 
can be found in Columbian as a standard 
feature. .When a dealer sells his customer 
a length of Columbian, he can assure him 
that he is obtaining a strictly up-to-date 
rope—the very latest, successful achieve- 
ment in rope making. That means water- 
proofing, flexibility and non-kinking. 





the strands. 


It is recognized at a glance 
by the red, white and blue sur- 
face markers in all sizes %% 
inches in diameter and larger. 














There is a Columbian job- 
ber in your vicinity who will 
supply you with this Guaran- 
teed Columbian Rope. Write 
for his name and address. ~ 








Branches— New York Chicago 


COLUMBIA 








Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y., “The Cordage City” 
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article at a price which will show them 
a Satisfactory margin. 

“T don’t know whether I will ever 
be able to train myself to do that or 
not,” said Henry. “I’ve gone along a 
great many years asking the salesmen 
the price of merchandise, buying it if 
it seemed right, and then putting my 
regular mark-up on it. It’s going to 
be hard to do the job backwards.” 

And yet he could recognize the 
soundness of not buying merchandise 
unless he was sure Mr. and Mrs. Smith 
would be willing to pay the price he 
would have to ask for it. 

Another reason for the impression 
that hardware prices are high he traced 
to the intelligent use of specials, or 
price cutting, by some of his competi- 
tors. 

Before he began his study, Henry 
never considered that any price cutting 
was intelligent. But after he went deep- 
er into the matter, he found that these 
special prices made a deep impression 
upon Mrs. Smith. If she bought a per- 
colator top at Henry’s store for five 
cents and later found percolator tops 
at a chain store priced at two for five 
cents, she didn’t stop to think the article 
was a leader used to induce her to visit 
the store offering the special price. She 
merely reached the conclusion that 
Henry Brown had charged twice as 
much for percolator tops as he should. 

“It’s a poor way to do business,” 
said Henry to himself. “If they Inse 
money on one thing, they have to make 
it up on something else.” 

But he could not escape the fact that 
Mrs. Smith was influenced by such 
pricing methods. 

Pricing 

He had learned that Mrs. Smith often 
buys from the chain or department store 
because she thinks their prices are 
lower when they are actually higher 
than he is asking for the same mer- 
chandise. 

He traced this directly to the fact 
that he did not tell the public enough 
about his prices. Merchandise displayed 
in the windows was very rarely priced. 
It was a lot of trouble to make the 
cards. His window trimmer wasn’t 
especially good at it. 

But as he studied competing stores 
he was impressed more and more with 
the importance of window pricing. He 
made some tests that proved conclusive- 
ly that a window with price cards 
told more than the same window with- 
out. 

He wondered if it were possible to 
price his merchandise at varying mar- 
gins in order to place himself in posi- 
tion to follow the practice of these 
other stores. 

In one of his interviews he had 
found himself defending his store 





against the chain. “But mine is a ser- 
vice store,” he had said. 

“Perhaps I do not understand just 
what you mean by ‘service, ” Mrs. 
Smith had answered. “To me ‘service’ 
means getting the thing I want at the 
right price and with as little delay 
as possible. 

“If I want some little things for my 
kitchen, I do down to the chain store. 
I find all the merchandise of this kind 
grouped on a table. It is plainly 
priced. I don’t have to wait. I pick 
up the things I want, hand them to 
the girl and she takes my money. 

“If I go to the hardware store, I 
must wait until a sales person can wait 
on me. I have to tell him each indi- 
vidual article that I want. He goes 
all over the store to find them. He 
shows me two or three kinds perhaps. 








S. G. BARTEL 


Evansville, Ind. N.R.H.A. Di- 

rector whose unavoidable ab- 

sence from the Congress was 
greatly regretted. 











When I have finished it has taken me 
two or three’times as long to get what 
I wanted as it would have in the other 
kind of store. In such a case I would 
say that the chain was the service 
store.” 

Her answer stumped Henry. He ad- 
mitted that there was much merit in 
what she said. He wondered if the 
word “service,” as applied to his type 
of store, hadn’t been overworked. 


Store Appeal 


Just as he had studied the physical 
appeal of his store equipment and of 
his personnel, as compared with other 
stores, he began to study the appeals of 
his merchandise. 

He found himself at a disadvantage 
here. There was such a tremendous 
variety of goods in the department 
store, in the chain store, in the drug 
store that scarcely a day went by but 
that the consumer passing one of these 





places would have occasion to go in 
for some one thing. 

Two thoughts came to him. First, 
the wider variety he could carry the 
wider would be the appeal of his store. 
He did not conclude from this that he 
should develop the place into a variety 
store, but he would consider the possi- 
bility of adding more lines that appeal 
to women, of enlarging his sporting 
goods section, of carrying more toys, 
for example. 

“I presume,” he concluded, “if one 
really sets himself to the task, he can 
find quite a variety of what we call 
legitimate hardware that can be put 
into stock and that will completely 
change the average consumer’s opinion 
of what the hardware store is.” 

“The drug store,” he reflected, “is 
still a drug store, but the prescription 
counter, which is the foundation of the 
drug store, is invariably in the back of 
the building today. Perhaps some of 
the fading lines in the hardware busi- 
ness will have to be shoved further 
back and the prominent places they have 
occupied be given over to other goods.” 

The second line of reasoning was 
consideration of whether his _ stock 
should not contain more “consumption” 
goods. He recognized that the reason 
his wife went to the grocery every day 
was that what she bought there was 
consumed. It had to be replenished. 

The druggist with his toothpaste, per- 
fumes, cigars, cigarettes is selling mer- 
chandise that has no permanence. It 
is soon used up and Henry Brown or 
his wife must go back for more. 

Henry wondered what in the hard- 
ware or kindred lines could be placed 
in the class of consumption goods and 
how he could develop a demand for 
them so that people in increasing num- 
bers would need to come to his store 
oftener. 

Finally, he found himself back to his 
original question: “Why should the 
Smiths trade at a hardware store?” 

“They will not trade there merely 
because they like me. At least not 
enough will be moved by such feeling 
to give me a profitable volume. 

“T can not expect them to come to 
me for merchandise they can secure 
elsewhere at lower prices. 

“Nor can I expect them to disregard 
better service and more pleasing en- 
vironment to buy what we call ‘hard- 
ware’ from me, when that same hard- 
ware is obtainable elsewhere. The 
Smiths have abandoned trade lines just 
as merchants have abandoned trade 
lines. They will buy carriage bolts 
just as readily in a drug store as from 
me—if the drug store inducements are 
stronger than mine. 

‘““The responsibility of making the 
Smiths ‘hardware conscious’ is mine, 
not theirs, I have a job to do.” 
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women, as much as through any omis- 
sion of such goods from his stocks. 

Did the women of his territory know 
the variety of items in his store that 
women shop for? 

He heard that some hardware stores 
have found it a good plan to employ 
saleswomen for those departments 
which are primarily of interest to 
women shoppers. 

Perhaps that was something for him 
to do. 

And, in the course of adjusting his 
stocks to his sales, releasing unproduc- 
tive capital and space, and adding new 
lines, he would keep the women cus- 
tomers more in mind. 

And if Mrs. John Smith decidedly 
prefers that the store where she trades 
shall be orderly, clean and well lighted, 
as well as conveniently arranged, with 
the goods well displayed, he’ll keep her 
wishes in mind in sprucing up his store. 

But suppose he does get customers 
into the habit of coming to his store. 

“Is my salesmanship all that it should 
be?” mused Brown. 

“Take staples like garden hose, nails, 
sandpaper, hinges, bolts—they don’t re- 
quire much salesmanship. But with 
specialty items, those that carry good 
margins, and where there is strong sell- 
ing competition, I wonder if my force 
quite measures up to its job!” 

When the aluminum goods peddlers 
came to town and sold a lot of their 
wares to Henry’s customers, did he in- 
augurate a counter campaign and let 
his customers know how much better 
he could serve them, or did he passively 
complain ? 

When the range peddlers invaded his 
territory and in less than a month de- 
livered a carload of their stoves to his 
farmer customers, was it because they 
had a superior product, a superior serv- 
ice, better salesmanship, or was it be- 
cause Brown had been asleep on his 
job? 

Making Salesmanship 
Effective 


Do Brown and his salespeople know 
every specialty item in his store well 
enough to present each article as con- 
vincingly as does the aluminum ware 
canvasser or the range peddler? 

Probably not. 

With so many different things to 
sell, perhaps it’s too much to expect 
that everyone can sell everything ex- 
pertly well. 

But Brown can assign certain lines 
of specialties to different individuals, 
according to their aptitude for handling 





John Smith’s Job 


(Continued from page 89) 


them; then, they can familiarize them- 
selves with the goods and match any 
competitive salesmanship. 

The Smiths won’t always come to 
Brown’s store to be sold, with all his 
advertising, printed promotion and al- 
luring windows. Sometimes he -will 
have to go to the Smiths’ homes. 

To find the time for this is one of 
the management problems of Brown; 
it means converting idle time in the 
store during slack periods to produc- 
tive outside solicitation. 

The beginning that he made when 
he got out into his territory to find out 
who his possible customers are, where 
they live, the nature of their activities 
and their buying ability and needs, can 
be followed up by outside selling that 
will make his territory impregnable to 
the prowling purveyor who has neither 
iocal habitation nor establishment, but 
is here today, and tomorrow is gone, 
perhaps forever. 

But rendering a service acceptable 
to the consumer and matching the pro- 
motional and salesmanship methods of 
his competitors does not quite complete 
Henry Brown’s job. 

There remains for him that perform- 
ance of management which shall posi- 
tively control every phase of his 
business operations. 

If his management of inventory has 
been deficient because of lack of pre- 
cise facts regarding stock movement 
and the appropriate adjustment of 
stocks to sales, what of the other ele- 
ments of management, of equal or 
greater importance? 

Realization of how little he actually 
knows about the economy or unecon- 
omy of his inventory startled Henry; 
it was an eye-opener. 

He began asking himself some more 
disconcerting questions: 

“Is my margin satisfactory? How 
much do I actually know about my mar- 
gin; if it is not what it should be, what, 
if anything, can I do to change the 
situation ? 

“Ts my profit figure all that is to be 
desired? Is it all that can reasonably 
be hoped for? 

“What about expenses? They keep 
rising and rising, but why? Where 
does the money go? Am I getting a 
dollar’s worth of performance for each 
dollar paid out?” 


Control of Business 


Continuing this character of queries 
Brown was shocked to find that his ac- 
tual knowledge of these vital matters 
was woefully fragmentary, unorganized 





and in no form for effectual utilization. 

If he was surprised by the éenlighten- 
ing facts established by his survey of 
his trade territory, he was astounded 
by the opportunities for positive direc- 
tion of his business which heretofore 
he had so blithely neglected. 

How had the business happened to 
do even so well as it had? For hap- 
pened it had, very largely. 

He not only needed more complete 
records which would furnish him the 
salient data upon which to base his 
future plans; he must learn to inter- 
pret his records and he must use the 
information constructively at less 
lengthy periods than annual intervals. 

He must know each month, at the 
very least, whether he is heading to- 
ward a profit or a loss; whether his 
sales are what they ought to be or not 
and, more important, whether his ex- 
penses are keeping in correct relation- 
ship to his sales. 

He found that it is possible to set 
up a budget incorporating these deter- 
minative figures in a form for checking 
his actual performance every month; 
to eliminate guesswork, hope-so, hap- 
penstance and blind traveling and to 
proceed in the full light of complete 
control data which point unerringly 
and warn promptly when all is not well. 

Not all of these management needs, 
nor the means to their doings, were 
entirely new to Brown. 

He had heard them discussed in con- 
ventions; he had read more or less 
diligently the annual survey of his as- 
sociation. His failure lay in having 
neglected to make the individual appli- 
cation. 

He had regarded all these things as 
being more for “the other fellow”; per- 
haps he’d even thought some of them 
theoretical. 

The bald truth is that he had not 
done, and wasn’t doing, things that 
he knew he ought to do, and that it 
was easy to find out how to do in case 
he needed any help. 

Like most business men, Henry 
needed a good old-fashioned revivalist 
to inspire him to do well the very things 
he knew about. 

The prod he needed to drive him on 
he discovered in the plan of budgeting 
his business. In this, he found that 
voice of authority which in the case 
of the chain store manager comes from 
the central office. 

If a chain store manager -receives in- 
structions for a window display to be 
installed by two o’clock on Thursday, 

(Continued on page 106) 
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the window is washed and the display 
is in at that time. 

An inspector might appear, and if 
the window were not in proper shape 
it would mean a black mark for the 
manager. 

The independent merchant across the 


street knows his windows need wash- - 


ing and that the merchandise in them 
should be changed Thursday, but there 
is no supervisor to check him up and 
the work is not done. 

The same thing is true all through 
the store, in interior arrangement and 
display, keeping stock orderly and 
clean. 

The chain store manager is told what 
to do and checked to see that he does 
it. 

The independent too frequently puts 
these matters off or invents excuses to 
show why he can not do what the chain 
does. 

With the regular promptings of a 
business control system, Henry Brown 
will be a better manager, a more insist- 
ent supervisor of himself, his own re- 
vivalist and a more efficient controller 
of his business. 


The Future Grows Brighter 


Through his studies, Henry Brown 
has gained a new vision of his position 
and its significances. 


Retailing today is not the simple task 
that it was a generation ago. But with 
its greater complexity come commen- 
surate opportunities. 

With its ever new and stimulating 
problems, the hardware business is 
wonderfully interesting. 

Henry Brown’s outstanding oppor- 
tunity is to render an efficient merchan- 
dising service and to impress upon his 
community the worth of his store and 
the value of his service. . 

Competition he has, certainly. But 
what would life be without it? 

In all his competition, there is none 
beyond his intelligence and energy to 
meet or overcome. 

Competition only makes the game 
worth while; it is but a challenge which 
brings out the full utilization of his 
capacities, the use of all his talents. 

What better defines an approach to 
happiness than “a knowledge that all of 
one’s abilities are functioning to normal 
capacity” ? 

Continually Brown must study his 
business, searching out and eliminating 
possible weaknesses and planning for 
improvement. 

Upon him-as the head rest all the 
responsibilities, both for policies and 
for thoroughly efficient management. 

He must make the plans and see that 
they are operated. 








He is financial manager, buyer, sales 
manager, credit manager, advertising 
manager, salesman and accountant. 

He must study the needs of his cus- 
tomers, keep track of stock, plan and 
operate his budget, buy and sell goods, 
hire and train employees, pass upon 
applications for credit, direct sales pro- 
motion. 

Selection and training of employees 
is especially vital. The prestige of his 
establishment will be measured largely 
by the courtesy and efficiency with 
which they meet and serve his cus- 
tomers. 

Upon the conduct of employees de- | 
pends in great degree the creation of 
good will, which has been defined as 
“the disposition of the consumer to re- 
turn to the place where he has been 
well served.” 

To do all these things requires 
straight thinking; they constitute a pro- 
gram demanding the very best of any 
man. 

Compensation for their doing is 
meted out to him who does them well 
in that objective of Henry Brown and 
others of his kind—profit. 

In the language of William Feather, 
“The future looks bright for those who 
will work hard and attend to their own 
business.” 





Stevens Walden-Worcester Missionary Van 


NEW type traveling display for the 

manufacturers’ salesmen, known as 
the “Walden-Worcester Missionary Van,” 
has made its appearance on the roads of 
New York State, heading westward from 
Worcester, Mass., the home of the manu- 
facturer of wrenches and tools, Stevens 
Walden-Worcester, Inc. 

Like many other manufacturers, the com- 
pany has had a missionary policy that gave 
jobbers at certain intervals, or on request, 
the assistance of a missionary salesman 


from the factory. While this system was 
beneficial, there were many defects which 
the company has endeavored to iron out 
with this Missionary Van. 

The complete line of Walden-Worcester 
wrenches and the Stevens line of tools are 
displayed in this traveling display. It con- 
sists of a standard delivery truck chassis 
with a special body, normally having the 
dimensions of the average delivery body. 
When the truck is parked at a dealer’s 
door, the missionary salesman, by touching 





a switch, causes the sides of the body to 
move out—the top to move up, forming 
a spacious display room for the advan- 
tageous showing of the company’s products. 

Through the use of this traveling dis- 
play, the complete line is shown to a 
dealer; the missionary salesman can travel 
without the jobbers’ salesman, although the 
jobber is notified of the missionary’s visit; 
all the jobbers’ customers in a certain ter- 
ritory can be called upon and orders can 
be taken with delivery through the jobber. 
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FrantZ “Glide” was the first door track to pro- 
vide perfect operation under all weather con- 
ditions. The very first installations, now in service 
over 15 years, are still giving satisfaction. 


“Glide” combines wheel tread and cover in one 
piece to assure easy installation. The runway for 
the hanger is wide—the tread is shaped to mini- 
mize friction. The track is made of heavy gauge, 
open hearth steel, of tremendous strength and 
weather resisting qualities. Patented, telescoping 
joints eliminate the necessity of joint brackets. 


“Glide” Hangers are constructed so that the drop 
strap bolts on the inside of the door. Thus “block- 
ing-out” of track is unnecessary. The door, re- 














gardless of its thickness, is always held the same gy oo sap oo — spot ae 
. . . . . or raising doors tha wedge when oors «ise 
distance from the building. The door weight is or building sags. Roller bearing wheels. 


carried directly below the point where the track 
is fastened to the building, thus 
assuring strength and ease of 
operation. 


FrantZ Dealers find “Glide” 
Hangers and Track unusual 
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Wednesday Afternoon Discussion 


their best efforts to sell the item nearest 
we had—Not to be too zealous to the 
extent of hurting our customers’ feel- 
ings and if not successful in making the 
sale assure the customer we would ob- 
tain the desired items in the quickest 
possible time. 

“With these modern sales methods 
within our reach at very low cost of 
installation there is no reason why the 
hardware store’s appeal should not be 
equal to the appeal of any other store, 
department store or otherwise, in any 
town regardless of its size. 

“In a small town I have ever kept a 
complete and well displayed stock of 
the needed demands of my patrons and 
might modestly say I have been success- 
ful in the venture.” 

A discussion from the floor followed, 
in which several participated. J. D. 
Martin, Bryan, Tex., brought up the 
question, “Why do the women regard 
the hardware store as a place of last 
resort?” This situation is due, he 
claimed, to the policies of the hardware 
merchant, who does not arrange his 





(Continued from page 86) 


store in a way to make it inviting to 
women; often he does not carry the 
stock which appeals to women. He 
advised employing at least one women 
in each hardware store. 

Mr. Schad, also from Texas, stressed 
the value of women clerks; women, he 
said, know what to suggest to other 
women. They are also factors in keep- 
ing the store neat and clean. 

Hugh F. McKnight, Pittsburgh, 
brought up the subject of courtesy in 
the store. Courtesy, he said, costs 
nothing, but gains a great deal. He 
stressed the value of teaching salesmen 
to talk courteously over the telephone as 
well as in the store. He also advised 
dealers not to allow their sales people 
to smoke when on duty. 

Past President Emmett Mitchell of 
Arkansas voiced approval of the con- 
vention program. He declared that the 
greatest trouble with the independent 
hardware man is that he is inclined to 
lie down on the job. He also stressed 
the point that the chains Sell for Cash. 

J. D. Cottrell, spoke of a certain 





Henry Brown, who remodeled his store, 
but found that his business continued to 
fall off due to the fact that he was not 
handling the merchandise which his 
customers wanted. Meanwhile, another 
dealer continually stocked the merchan- 
dise which women demand, and found 
his volume increasing. He advised 
dealers to follow this man’s methods and 
cater to women’s trade. 

Arthur Moreau, Manchester, N. H., 
declared that hardware’ merchants 
should pay more attention to the “other 
fellow,” that they should copy the good 
ideas and methods of other merchandis- 
ers. He cited his own business, and 
said that he made it a practice to paint 
the front of his store twice a year. His 
store window displays are changed 
every week. The work is done at night 
by a clerk, who receives extra pay for 
the work. Price tickets are used on all 
competitive lines. He closed with the 
assertion that the hardware merchant 
must meet all legitimate competition in 
the matter of prices. 





Many Angles of Henry Brown’s Job Featured 
in Thursday Morning Discussion 


HE theme of the Thursday morn- | 
ing session was “Henry Brown’s 


ob.” 

W. = Neff, Abingdon, Va., was the 
first speaker, dealing with Henry Brown 
and his responsibilities. He said that 
there are inaccuracies in some state- 
ments concerning Henry’s job. Henry 
Brown is not the purchasing agent of 
his community. No community hires 
any man to purchase its hardware 
wants. No community regards any 
merchant as a purchasing agent. It 
does not specify what he shail buy or 
how much. Often the people of Henry’s 
community do not know what he buys. 
Henry’s job is bigger than that of pur- 
chasing agent. : 

Another inaccuracy is the statement 
that the customer is “Boss.” It is not 
true and ought not to be true. Henry 
Brown should be the boss of his busi- 
ness or he is in a bad way. The cus- 
tomer cannot run Henry’s business. 





There are too many kinds of customers, 
The customer’s interest i9 in buying 
what he wants. He is not interested 
in whether or not Henry makes a profit. 
No customer hangs crepe on the door 
of a defunct merchant. 

Retail clerks often take the customer's 
viewpoint.. This is fine if they also re- 
main loyal to the merchant. 

Brown’s job is to be a distributor of 
hardware; to buy and sell goods. His 
job is hedged with limitations. He must 
make money and therefore he must run 
his business. This naturally means 
that he must please his patrons, not be- 
cause the customer is boss, but because 
by pleasing the patrons he can make 
money. 

Henry has a great responsibility, to 
himself, to be a man. He has always 
felt that responsibility to be a good 
citizen. Until he is ready to turn his 
business over’ to some other kind of 
merchant, he must stick to that respon- 
sibility. His duties as a citizen take 
precedence over business. 





Henry also has a responsibility to his 
employees. He cannot consider them 
as mere cogs in a machine. He must 
see that they have the right viewpoint, 
that they are properly trained and that 
they earn a decent wage. Mass dis- 
tribution means cheap labor and if it 
prevails the country will lose much that 
it now has. 

Henry’s final responsibility is to the 
social order. He must make himself 
and his business bulwarks of the social 
order. He represents individualism, 
which means the success of the present 
social order. Henry has a much bigger 
job than that of buying and selling 
goods; it is the job of living up to his 
responsibilities. 

O. W. Kirk, Floydada, Tex., fol- 
lowed. He expressed a great belief in 
advertising and demonstrated it by tell- 
ing about the Texas Panhandle Associa- 
tion, which he says is small, but repre- 
sents a new country full of natural re- 
sources. It is a territory with large 

(Continued on page 158) 
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Now! Every man in 
your neighborhood will 
want to owna set of these small drills 


Your Profits 


Cae Ne 6 times larger 
than by oldmethods 


HESE new containers will be a real hit with 
every man in your neighborhood who ever 
touched a tool! 


























You'll sell mechanics and garage men as easily 
“as falling off a log,” but there’s a greater market 
than that all ready at your door among the home 
owners and farmers who have already purchased 
their wood ratchet drill sets from you, but have 
never thought of what a metal drill set and a breast 
drill can do for them. 





Order a trial carton of six Carbon and Cle-Forge High 
Speed Drills from your jobber, and then put in a window 
display—this will instantly show you the possibilities. Or, 
if you prefer, write us and we will have the nearest “Cleve- 
land” jobber get in touch with you. 
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Brown & Sharpe Co. Will Sell 
For Brown & Sharpe Mfg. Co. 


Brown & Sharpe Mfg. Co., of Provi- 
dence, R. I., announces a change in sales 
policy. 

On July 1 the Brown & Sharpe Co. was 
formed as a Rhode Island corporation and 
will act as a subsidiary organization, han- 
dling the sale of machinery and tools pro- 
duced by Brown & Sharpe Mfg. Co. in 
Chicago, Detroit, Cincinnati, Cleveland and 
adjoining territories. 

Special announcements relative to offices 
and personnel in these cities have been 
prepared and mailed to the trade. They 
contain a statement that small tools and 
cutters will be distributed through the 
hardware and supply trade as formerly. 

The Chicago office of Brown & Sharpe 
Co. is at 626 Washington Boulevard; the 
Cincinnati office at 814 Chamber of Com- 
merce Building ; the Cleveland office at 424 
Penton Building, and Detroit office, 500 
Curtis Building. 

The personnel of the Detroit, Cincinnati 
and Cleveland offices has been announced 
as follows: 

Detroit: J. G. Swinburne, machine tool 
representative; R. R. Grimes, small tool 
representative. Associates, J. A. Wagner, 
S. H. Sloan, H. R. Johnson, R. Martines, 
E. S. Thurston, A. Jack. Office executive, 
R. W. Dixon. 

Cincinnati: G. C. Newell, machine tool 
representative. Associates, J. A. Water- 
man and R. W. Blakey. 

Cleveland: W. H. Stewart, machine tool 
representative; J. H. Devlin, small tool 
representative. Associates, F. L. Pritchard, 
A. Gibson, F. K. Wilkey, and G. Manly. 





Paint, Oil and Varnish Men Will 
Convene on October 16, 17 & 18 


The committee on arrangements and 
entertainment for the National Paint, Oil 
and Varnish Association has announced 
that the organization’s 42nd annual con- 
vention will be held at the Mayflower 
Hotel, Washington, D. C., on Oct. 16, 17 
and 18, 1929. William R. Morpeth is 
chairman of the committee and Walter 
McGhee of Pittsburgh is chairman of the 
golf committee. 





Wooster Brush Co. Reclous 
Officers and Directors 


At the annual stockholders’ meeting of 
The Wooster Brush Co., Wooster, Ohio, 
held on June 11, the company’s officers 
and directors were reelected to serve 
through the ensuing year. A very satis- 
factory fiscal year was reported and the 
sales volume was said to exceed that of 
the previous year. Those who were re- 
elected are,—Walter D. Foss, president; 
D. J. Foss, first vice-president, general 
manager and chairman of the board; W. 
A. Foss, second vice-president and manager 
of sales promotion; C. P. Foss, treasurer 
and sales manager; E. Shibley, secretary 
and L. M. Rhodes, director of bristle 
operation. O. H. Foss and P. Q. White 
are among the directors of the company. 

Mr. White, who spends a major portion 
of his time in the field, recently met with 


| an unfortunate accident while in Syracuse, 
N. Y. As a result, a broken ankle will 
confine him to his home for several weeks. 





Philadelphia Chamber Protests 
the Kelly Resale Bill 


Serious injury would be worked to the 
whole retail sales fabric of the country 
if H. R. Bill 11, known as the Kelly Resale 
Bill, should be passed by Congress, the 
board of directors of the Philadelphia 
Chamber of Commerce pointed out in a 
recent communication to the local delega- 
tion in Congress. 

The resolution of protest against the bill 
was drawn by the board of directors of 
the Chamber at its meeting last week after 
outstanding representatives of the retail 
interests on the board had protested against 
its passage. Attention of the board was 
drawn by A. H. Geuting, who, in addition 
to his retail interests in the city, is out- 
standing in the shoe retail business of the 
country. Mr. Geuting’s protests were sup- 
ported by Dr. H. J. Tily, president of 
Strawbridge & Clothier, who for several 
years has been head of the National Retail 
Dry Goods Association. 

The bill is described as “a protection to 
trade-mark owners, distributors and the 
public against injurious and uneconomic 
practices in the distribution of articles of 
standard quality.’ The bill, if enacted, 
would determine that the vendee will not 
resell such commodity except at the price 
stipulated by the vendor, and the vendee 
will require any dealer to whom he may 
resell such commodity to agree that he will 
not in turn resell, except at the price stipu- 
lated by such vendor or by such vendee. 

The board of directors held that this 
method of price setting by law would work 
a great hardship upon retailers, and asked 
members of Congress from this district to 
oppose the bill. 

This matter was discussed at the June 
18 meeting of the Philadelphia Merchants 
and Manufacturers’ Association, held at 
the Down Town Club. The meeting was 
well attended and President J. S. Bon- 
bright presided. 


Fall Leipzig Trade Fair Will 
Begin on August 25 


The next Leipzig Trade Fair will be 
held in Leipzig, Germany from August 25 
to 31 inclusive. Approximately 180,000 
buyers from 44 countries are expected to 
attend. The New York City office of this 
fair is at 11 West 42 Street, with H. A. 
Johnson in charge. 





Hurley Machine Co. Adding 
New Unit to Its Plant 


The Hurley Machine Co., manufacturer 
of Thor electric washing machines, ironing 
machines, vacuum cleaners, and other 
household appliances, is adding a large 
manufacturing unit to its plant located at 
Cicero, Ill. The new building will give it 
approximately an additional 50,000 sq. ft. 
of manufacturing and shipping facilities. 

With this addition the company now has 








324,367 sq. ft. of floor space, covering 
six acres. 

The Hurley Machine Co. is also building 
a large, new modern foundry on its Cicero 
property and will move its present foun- 
dry from Waukegan when the Cicero build- 
ing is completed. The new foundry will 
have a capacity of 25 tons daily. 





Wappat Gear Works Is Now 
Simonds Saw & Steel Division 


The Wappat Gear Works, Pittsburgh, 
Pa., is now a division of the Simonds Saw 
& Steel Co., Fitchburg, Mass. Organized 
in 1918 for the manufacture of gears and 
machine tools, the management of the 
Wappat Gear Works early realized that 
there was a growing demand in the build- 
ing industry for labor-saving, electric 
driven hand tools, and this led to the 
development of a special design lock mor- 
tiser, followed by an electric hand saw and 
electric hand plane. These three tools, 
bearing the trade name “Alta,” were de- 
signed and perfected by F. W. Wappat, 
president and general manager of the com- 
pany. 

Believing that the Simonds Saw & Steel 
Co. and its affiliated companies, the Abra- 
sive Grinding Wheel Co., Philadelphia, Pa., 
and the Guaranteed Cutter Head Co., 
Seattle, Wash., offered a good opportu- 
nity for further developing and merchan- 
dising its products, the Wappat Gear 
Works has joined the Simonds industrial 
group. All selling agency arrangements 
through dealers will still be handled di- 
rect from the office of the Wappat Gear 
Works, 7522 Meade Street, Pittsburgh, Pa. 





Andrew J. Jordan Is Dead, 
Prominent Cutlery Maker 


Andrew J. Jordan, pioneer merchant, died 
at his residence in St. Louis, Mo., on June 
3rd at the age of 83 years. 

Mr. Jordan was born in Baltimore, Mary- 
land, and established the A. J. Jordan 
Cutlery Co. of St. Louis in 1871. Later he 
established factories in Sheffield, England, 
continuing to specialize in hand-made cut- 
lery, long after more modern methods had 
replaced this means of manufacture. 

He was a member of the Royal Geo- 
graphic Society of London, and the British 
Iron and Steel Institute. Mr. Jordan was 
active in Masonic orders of Sheffield, En- 
gland and was one of the founders of the 
old St. Louis Club. 





A. J. Lundell Wants Catalogs 


Arthur J. Lundell, who has moved his 
store from 69 Jackson Avenue, Jersey City, 
N. J., to 1177 Stuyvesant Avenue, Irving- 
ton, N. J., is seeking catalogs and price 
lists from manufacturers covering build- 
ers’ hardware, enamel ware and crockery. 





J. W. Becker General Manager 
The Turner Brass Works 


J. Walter Becker is now the general 
manager of The Turner Brass Works, 
Sycamore, Ill. Mr. Becker has had many 
years experience in the manufacturing 
business and will continue the company’s 
policy of jobber and dealer distribution. 























HARDWARE AGE for JULY 4, 1929 














UT prices signify distress. Low prices are 

the result of high manufacturing efficiency. 

Price cutting is the emergency measure resorted 

to when goods, somehow unsalable, will not move 
at a legitimate price. 


The new Warren line of “Sho-well” Display Fix- 
tures, introduced last January, has proved its 








ware retailer was no easy task, but the “Sho- 


well” line accomplished that result. The final 
triumph is that the Warren “Sho-well” fixtures 
are not a cut-price line. Prices are not slashed. 
Values are not thrown to the winds. Your order 
is not a sacrifice sale. 


All that the honest name of “Warren” 
has stood for in 





appeal to hard- 
ware dealers at 
legitimate _ prices. 
Dealers have found 
these prices low. 
They are low. 


The Warren stand- 
ard of quality has 
been above re- 
proach for more 
years than most 
hardware retailers 
have been in busi- 
ness. To lower 
manufacturing 
costs, without cut- 
ting quality, and 
pass the saving 
along to the hard- 


Send This 
Coupon 





Warren Fixtures organize stock for the Hawthorne Hardware Co., Elgin, Ill. 


,_ WARREN ~ 

Pp 
Sho-wv7ell 
wa. Seno 
DISPLAY FIXTURES 


sterling materials, 
good _ craftsman- 
ship, skilled design 
and unexcelled dis- 
play-ability, has 
not been thrown 
overboard. These 
are Warren Fix- 
tures, at scientific- 
ally reduced prices. 
Don’t do yourself 
the injustice of 
considering store 
improvement with- 
out consulting 
Warren engineers, 
or learning “Sho- 
well” values. 


The J. D. Warren Mfg. Co. 
208 W. Washingtgn St., Chicago, IIl. 


The New Warren 
““Sho-well’’ Line is 
complete, including 
sectional wall fixtures 
for: 

Mechanics’ Tools 


Builders’ and Shelf 
Hardware 


Electrical Goods 
Cutlery 

Sporting Goods 
Ready Mixed Paint 


Aluminum and 
Enamel Ware 


Miscellaneous 

House Furnishing 
Goods, Ete. 

Cutlery Display Cases 

Nail Bin Counters 

Display Tables 

Screw Cases, Ete. 





‘J. D. WARREN MFG, CO., 
208 W. Washington St., Chicago, Ill. 


We want to know more about Warren ‘‘Sho-well’’ Fixtures. 
Please send us: (The Warren ‘‘Sho-well’’ Fixture Catalog; DJNail 
Bin Counter Folder; ‘‘Sho-well’’ Display Table Folder; [Informa- 
tion Sheet for Suggestive Store Arrangement. 
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(GENERAL MARKET NEws 








Sharp Improvement Reported 
in Hardware Demand 


NEw YorK, July 3.—Indicative of a sharp improvement in hard- 
ware demand during the past week are the reports from important 
market centers. While the first half of the month was slow in some 
sections, the last two weeks will bring the month’s total ahead of 
May by a considerable margin, and June, 1929, will better that 


month in 1928. 


Taking the steel industry as a barometer of business the hard- 
ware trade in general has little to worry about in the immediate 
future. The mills are still running at capacity and indications point 
to a continuation of good business for the greater part of the sum- 


mer. 


Building operations throughout the country are also showing 
more activity than has been the case so far. 

Crop reports continue in the optimistic and reassuring columns. 

The price situation at present is notably steady, and collections 
are showing improvement generally. 





Nation’s Wholesale Commodity 
Prices Decline in Week 


Prices of commodities declined four- 
tenths of 1 per cent during the week ended 
June 22, according to the wholesale price 
index of the National Fertilizer Associa- 
tion. This decline is two-thirds of the 
advance of the previous week, and the de- 
cline was rather general. 

The largest declines occurred in fer- 
tilizer materials, feeds, live stock, foods, 
fuel and textiles. There were 31 declines 
and 24 advances. 

Based on 1926-28 as 100, and 456 quota- 
tions, the index stood at 96.5 for the week 
nded June 22, 96.9 a week previous. 


Production and Distribution 
Continue at High Level 


Accompanied by a further increase in 
the volume of factory employment and 
pay rolls, production and distribution of 
commodities continued at a high rate in 
May, the Federal Reserve Board announced 
on June 26. Wholesale commodity prices 
declined during the month, but subsequent- 
ly showed some advances. The total loans 
and investments of member banks in lead- 
ing cities have increased since the last of 
May. 

“Output of the iron and steel industry 
increased further, and shipments of iron 
ore during May were the largest for that 
month of any recent year; production of 
pig iron, steel ingots and coke was at 





record levels, and semi-finished and _fin- 
ished steel was produced in large volume. 
During the first half of June, steel op- 
erations remained close to capacity, al- 
though some decline from the high rate 
of May was reported. Output of auto- 
mobiles, which has been in unusually large 
volume since the beginning of the year, 
showed a slight reduction in May,” said 
the board. 


Manufacturers Conafirind More 
Than Half of U. S. Exports 


Manufactures ready for consumption 
now constitute well over half the total 
value of our exports, and with semi- 
manufactured products comprise nearly 70 
per cent of our foreign shipments, while 
in imports these two classes account for 
but 42 per cent, according to an analysis 
of our foreign trade for May compiled 
an June 26 by the Department of Com- 
merce. 

Exports during May had a value of 
$377,063,000, against $413,829,000 in the 
corresponding month last year, with fin- 
ished manufactures totaling $202,646,000, 
or 53.8 per cent, against $204,007,000, or 
49.3 per cent. 

Imports for the month totaled $400,- 
149,000, against $353,981,000 a year ago; 
receipts of crude materials totaling $141,- 
700,000, or 35.4 per cent, against $137,- 
799,000, or 38.9 per cent, while semi- 
manufactures totaled $85,917,000, or 21.5 
per cent, against $59,084,000, or 16.7 per 





cent. 


Freight Loading Increase 
14,297 Cars in’ Week 


Revenue freight loading for the week 
ended June 15 totaled 1,069,089 cars, or an 
increase of 14,297 cars above the preceding 
week, the car service division of the 
American Railway Association announced 
on June 25. 

Increases were reported in the total load- 
ing of all commodities except live stock 
and ore. 

Compared with the corresponding week 
of last year, loading of revenue freight 
for the week was an increase of 66,276 
cars and an increase of 52,610 cars above 
the corresponding week in 1927. 

Merchandise less than carload lot freight 
loadings were 261,579 cars, an increase of 
2342; forest products, 70,808 cars, an in- 
crease of 4445; ore, 74,748 cars, an increase 
of 8139; coke loading, 12,257 cars, an in- 
crease of 2548. 

All districts reported increases in the 
total loading of all commodities compared 
with the same week in 1928, while all, 
except the Southern, reported increases 
compared with the same week in 1927. 





Rubber Industry Enjoying Rec- 
ord Tire and Tube Activity 


The first half of 1929 will prove to be 
the most active six months’ period in 
the history of the tire and rubber in- 
dustry, with profits of many leading com- 
panies promising to reach new levels, says 
the Union Trust Co. of Cleveland in a 
survey of the rubber situation. 

This showing is the result of both the 
unprecedented output of automobiles this 
year and the heavy replacement demand 
due to the large atid rapidly growing num- 
ber of cars in use. “It seems probable 
that manufacturing activities will remain 
at a relatively high level over the coming 
months,” says the bank. “This is true 
notwithstanding the likelihood of some fall- 
ing off in original equipment due to the 
seasonal slackening of automobile produc- 
tion during the summer. Replacement de- 
mand is likely to remain record-breaking 
for some time to come in view of the heavy 
output of cars in 1928 and during the cur- 
rent year. 

“The price situation on tires seems fair- 
ly well stabilized, although mail order mid- 
summer catalogs carry some slight reduc- 
tions in prices. There is expectation in 
the trade also that a small readjustment 
downward on original equipment will be- 
come effective over the last half of the 
year, but practically all important factors 
in the industry are convinced that, with 
these exceptions, tire prices may be ex- 
pected to continue at or near present levels 
for some time to come. The present pros- 
pect is that leading companies in the iri- 
dustry will enjoy the largest profits in their 
history during the current year.” 
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American 
Barbed Wire 


The name American Steel and 
Wire Company on barbed wire 
—stands First with The Amer- 
ican Farmer. 


Millions of farmers know that 
the American Steel and Wire 
Company originated Barbed 
Wire. They know from expe- 
rience that it stands for the best 
barbed wire at the lowest cost. 


An experience of nearly a hun- 


dred years in wire making has 
developed qualities uniformly 
to be relied on: high tensile 
strength, regularity of twist, 
perfection of barbs and extra 
heavy galvanizing. ‘ 

Because American Steel and 
Wire Company Barbed Wire is 
known best and serves best, itis 
the most profitable foryouto sell. 


Write for catalog and prices. 


° 
SANS a 
In the 
Following Brands: 


American Glidden 



























































Ellwood Glidden 
Baker Perfect 



































Waukegan 


Lyman 


American Special 


American Steel and Wire Company 


Subsidiary of United States Steel Corporation 


208 S. La Salle Street, Chicago 
Other Sales Offices: 
Cincinnati 

Oklahoma City 


Cleveland 


Boston 
i Wilkes-Barre 


altimore 


Birmingham Atlanta 


Worcester 
St. Louis 
Memphis 
U. S. STEEL PRODUCTS COMPANY: San Francisco, Los Angeles, Portland, Seattle 


30 Church Street, New York 
Detroit 
Minneapolis-St. Paul 

Salt Lake City 


Philadelphia Pittsburgh Buffalo 
Kansas City 


Dallas Denver 


Export Distributors: UNITED STATES STEEL PRODUCTS CO., 30 Church St., New York, N.Y. 
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Activity in Summer Lines is Chicago Feature 
—Few Price Changes 


(Chicago Office of HARDWARE AGE) 


CHICAGO, July 2—Summer merchandise is moving. Even the most 
skeptical merchant, saddened by the many tricks and turns of the 
weather is finally convinced that summer is here. The public has felt 
the sweltering effects and is buying hot weather necessities. The truth 
has been forced on hardware dealers in the Chicago trade territory and 
they are making haste to fill in the holes on their shelves. 

Electric fans, refrigerators, bathing suits, water coolers, garden hose, 
lawn goods, picnic supplies, thermos jugs and bottles, fishing tackle, 
baseball goods, golfing equipment, tourists’ needs and camping requisites 
for camping are some of the most important summer lines that have 


felt the stimulus of the weather. 


Prices are little changed. A reduction of 35c. per cwt., on both pure 
and commercial grades of putty is the only price change of consequence. 
Jobbers’ prices on hose fittings, prepared roofing and coil (pound) 
chain are firm and advances are declared a possibility. A reported 
scarcity of sisal fibre may mean higher prices for sisal rope after July 
1. Radio tubes were recently subjected to a downward price revision, 
resulting in considerably lower net prices to dealers. The tariff recent- 
ly enacted on imported window glass is now effective and rumors of 
advances in domestic glass are circulating at this market as a result. 

Some authorities assert that a slight recession has occured in the 
Chicago district of the steel industry, but Iron Age reports productions 
maintaining the full capacity average which has prevailed here for the 
past several months. Steel prices are steady to firm and well estab- 


lished. 


With more favorable business conditions predicted for the future, 
some improvement in the credit situation can reasonably be expected. 
The current average of collections is from fair to good. 





AUTOMOBILE ACCESSORIES.—Tire 
sales are slowly picking up with the 
more favorable weather for touring. 
Prices remain unchanged. 


JOBBERS’ Pye heey TO RE.- 
TAILERS, F.O.B. CHICA 

Spark Plugs.—Splitdorf my Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Pegg “a Blue 
Box line, 53c. each C., 58c. each; 
lots of 100, 50c.; ri é Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard No. 21, 


Pumps. om Rose, 1% in. cylinder, 


Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6. 50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $18.25; 32 x 6.50, 
$27.60. Tubes, 36 x 3%, Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 
Less 10 per cent on casings and 
12% per cent on tubes. 
BASEBALL GOODS. — Orders are 
heavy from dealers preparing for the 
July fourth holiday demand. Play- 
ground balls are especially active. 
No price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Louisville Slugger Bats, $18.00 doz.; 
Official League Balls, Goldsmith No. 
97, $16.50 doz.; Goldsmith Double- 
Play Fielders’ Glove (Horace Ford 
and Hughie Critz), $6.00 each; Gold- 





smith Bear Cat Special Fielders’ 
Glove, $2.35 each. 

Indoor Baseball.—Outseam, 12 oz. 
$6.75 doz.; Outseam, 14 02., $8.75 doz. ; 
Playground, 12 oz., in 00° doz.; Flat 
seam, 14 oz., $7.00 doz. 

BICYCLES.—The peak of the best sell- 
ing season finds sales at high levels. 
Bikes competing with mail order lead- 
ers are in excellent demand. Season’s 
prices remain without change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Double Bar Motor-Bike Model, 
$26.26; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, 3.60. 

ROTTLING SUPPLIES.—Demand has 
shown improvement with the advent 
of hot weather. Ripening fruits will 
further stimulate sales. Steady to 


firm prices prevail. 

JOBBERS’ pa gbthigy TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single bottle washer, $4.75 each; 
double bottle washer, $7.25 each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; crown 
caps, double lacquered in 50 gross 
lots, 154%4c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 
$5.00 gross. 


BUILDERS’ HARDWARE.—A_ good 
volume of builders’ hardware is mov- 
ing from this market. Butt quotations 
remain at low and highly competitive 
figures. Prices on other items are 
steady and well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
3%, x 3% steel butts, old copper 





and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel’ inside sets, $5 per doz. sets, 
case lots; steel bit- keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
ig cylinder front door sets, $6 per 
set, 


CARPET SWEEPERS.—This line con- 
tinues in excellent demand. Prices are 
unchanged, 


JOBBERS’ QuST AT ONS TO RE.- 
TAILERS, F.O.B. CHICAG 

Bissel’s Standard, $360 00 doz.; Uni- 
versal Japanned, $42. 00 doz.; Univer- 
sal Nickeled, $46.00 doz.; Grand 
Rapids Japanned and colors, $44.00 
doz.; Grand Rapids Nickeled, $48.00 
doz.; American Queen, $54.00; Parlor 
Queen, $56.00. 


CHAIN.—Sales are heavy. Prices are 
firm and some talk of advances on coil 
(pound) chain is heard. 


JOBBERS’ See TAT ons TO RE- 
TAILERS, F.0.B. CHICAGO 

%-in. Proof coil chain, $8. 75 ewt., 
base; trade marked coil chains, 40- 16 
per cent off list. 


COPPER RIVETS AND BURRS.—De- 
mand is normal. Any further recession 
in copper prices would probably bring 
about a reduction, although current 
prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO 
Copper rivets and burrs, 30- 10 per 


cent discount, 
EAVES TROUGH, CONDUCTOR 


PIPE, ETC.—No early price changes 
are expected. Sales are very active 
this month. 


JOBBERS’ eT one TO RE- 
TAILERS, F.O.B. CHICAGO: 

28-gage, single head lap joint gut- 
ter, 5-in., $5.00 per 100 ft.; corrugated 
conductor pipe; 3-in., $4.65 per 100 ft.; 
plain ridge roll, 1%4-in., $4.05 per 
100 ft.; corrugated conductor elbows, 
3-in., $1.51 doz. 


ELECTRICAL MERCHANDISE. — 
Local wholesalers report sales of elec- 
tric fans at this time are heavier than 
they have been for the last three 
years. Prices are without change. 


JOBBERS’ So eee TO RE- 
TAILERS, F.O.B. CHICAGO 
Electrical Merchandise. — "No. 14 
rubber covered wire, $7.25 73 1000 a 
in less than 1000 ft. iots, $7. 18 
lap cords, $11.25 per 1060 te: “in t000 
ft. lots, $10.50; %-in. brush brass key 
socket, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two-piece at- 
tachment plugs, 7c. each; dry cells, 
boxes of 55, 32%6c. each; less than 
case lots, 35c. each. 

meng A Appliances. — Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4. 15: 
Percolator, Universal, 9169, $16. 65. 
Electric Fans. — 6 in. Polar Cub, 
$2.75 each, lots of 12, $2.65; 8-in. 
Polar Cub, $3.20 each, lots of 12, 
$3.05; 10-in. Oscillating Cub, $7.00 
each, lots of 12, $6.65; 8-in. North- 
wind, $4.55 each, lots of 10, $4.39; 
10-in. Oscillatin ee ie 50 
each, lots of 10 $10.1 

p nadie ae a B batteries, 

779 $1.40 — case lots of 5, 
31. 30; No. 770, seach: IB srg of 
5, $2.80: No. ra packages 

5, $1.92; No. 4 5 33. 30 each; pack- 


Reading matter continued on page 116 
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Here’s Something New 
for Hardware Dealers 





OBLONG DOLLY 
Cat. No. 1004 
A practical, all 
around Dolly for gen- 
eral purpose use. Has 
three radiuses, one slight angle side, and two flat sides. Particularly 

useful on panel and fender work. 


EVANSVILLE 
Auto Body and Fender Tools 


HIRTY million automobiles on the streets of the United States 
today! One car to nearly every four people in your com- 
munity! 










Newspapers are filled with accounts of auto smash-ups. Bent 

4 fenders and bruised auto bodies form an ever-lengthening parade 

into the thousands—and increasing thousands—of auto garages, for 
repairs. 


Who supplies the spe- 
cially designed tools neces- 


SPRING STEEL ae Se, Muieees "ieetes, oi 
BODY SPOONS | 





course! And hardware 
dealers will find a growing = 
demand for Auto Body and 

Fender Repair tools. There’s HES. DOLLS 
a good market now—and the Cat. No. 1000 
market becomes more profit- 
able every day! 





WIDE SPOON The Evansville line of 
Cat. No. 1028 Auto Body and Fender Re- 
pair tools was developed 


after careful study of the 
exact needs of auto body 
factories, repair garages, and 
auto service stations. Prac- 


NARROW CROWN SPOON tical men designed these 
Cat. No. 1027 tools. Every detail is cor- 


rect. DING DOLLY 


There’s good profit in this aaa ae 

c line for every dealer who 
prepares to get the busi- 
NARROW FLAT SPOON ness! Only a small portion 
Cat. No. 1026 of the items in our com- 
plete assortment of auto 
body and fender repair tools 
is shown on this page. 


oe 





C 






Write — today — for _illus- 
trated catalog and price in- TOE DOLLY 
formation. Cat. No. 1001 


GENERAL PURPOSE SPOON 


Cat. No. 1029 EVANSVILLE TOOL WORKS, Inc. 


Forgers of Hammers, Hatchets, Axes, and Mechanics’ Tools 


EVANSVILLE INDIANA 
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ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in — standard pack- 
ages, $2.06 eac 

Radio Tubes. ny X-201A, 75c.; UX- 
199, $1. 5 UX-227, $1.50; UX-1714A, 
$1.35; UX-250 , $6. 60 each; UX- 245, 
$2.10 each; UX-224, $2.40 each. 


FIELD AND POULTRY YFENCE.— 
Sales are easing off. Season prices 


continue unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

National or Prairie. —- 726-6-12%, 
$28.68 per 100 rods; 1948-6-141%4, $43.62 
per 100 rods; 2158-6-1d%, $4 "98 per 
100 rods. 


FISHING TACKLE.—The advent of 
the vacation period and the opening of 
the game fish season in several States 
recently have brought about a very 


GRASS HOOKS, GRASS SHEARS.— 
Plentiful showers have produced an 
abundant growth of grass, making 
business in trimming tools brisk. 
Shears are especially active at pres- 
ent. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Little Giant Grass Hooks, $5.25 
doz.; Sickle Pattern, $3.50 to $8.00 
doz.; Standard Pattern Grass shears, 
$3.50 to $8.00 doz. 
GOLF GOODS.—Matched club sets in 
both Wood and Iron are very active. 
Dealers are finding it pays to carry a 
large selection of golf goods and or- 
ders are larger as a consequence. 
Season prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 


large demand for tackle. No price TAILERS, F.0.B. CHICAGO: 
changes. Hillerich & ery Matched wood 
‘ Clubs, No. 3A, 0.00 set; Grand Slam 
viene ee oon ve Pd RE- Irons, chromium heads, $4.00 each; 
° ee 4 Lo-Skore Wood Clubs, rustless 
Bronson Level Winding Reels, $1.50 shafts, $3.65 each; Lo-Skore Irons, 
each; Meisselback Level Winding hickory shafts, $2.35 each; Competi- 
Reels, $3.00 each; Heddon Chief tion Clubs, nickel plated heads, 
Dowagiac Reel C4CD, $7.00 each; aluminum cap grip, $1.35 each; Com- 
Heddon Golden Rod, $13.25 each; munity Clubs, Woods and Irons, 80c. 
South Bend Plunk-Oreno, $8.00 doz.; each; Crawford-McGregor Uni-Sets, 
South Bend Crippled Minnow, $6.80 $22.50 to $28.50 set; Crawford-Mc- 
doz.; South Bend Teaz-Oreno, $5.60 Gregor Duralite Matched Irons (6 in 
doz.; South Bend Whirl-Oreno Dis- set), $36.00 set; Silver King Golf 
play on cards, $2.00 card; Creek Balls, $7.50 doz.; Royal Golf Balls, 
Chub Pike Minnow Assortment, $1.60 $6.50 doz. 
asst.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub HAMMERS AND HATCHETS.—Good 
injured Minnow Assortment, 2.00 ar . 
neat. activity is reported on household tools, 


GARDEN HOSE AND LAWN GOODS. 
—Hot weather has stimulated business 
Brass hose fittings are 


in this line. 
firm and advances are said to be 
probability. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Good quality molded garden hose, 
two braid, %-in., 7c. per ft.; $£-in., 
8c. per ft. Molded hose, one braid, 
5g-in., 64c. per ft.; %-in., The. 
ft. Five-ply, wrapped hose, %-in., 
9%4c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original fountain 
sprinklers, $6 doz.; Rainbow, 38-in., 

igh, $24 doz. Crown Ring sprinklers, 
$6.80 doz.; Crescent sprinklers, $6.50 
doz.; Whirling Fairy sprinklers, $10.00 
doz.; Flaring Rose sprinklers, $3.80 
doz.; Peoria Nozzles, $4.50 doz.; Rain- 
boy Nozzles, $4.35 doz.; Gem Nozzles, 
$5.25 doz.; Perfect clinching coup- 
lings, $2.10 doz.; Perfect clinching 
menders, 80c. doz. 


GLASS AND PUTTY.—Demand is ex- 12’ at., 
Prices‘on both pure and com- 
mercial grades of putty were reduced 
35c. per cwt. The tariff on imported 
glass is now effective and rumors of $11.10. 
advances in domestic glass prices con- 


cellent. 


tinue to circulate at this market. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 Ib.; 
commercial, $3.15 per 100 Ib. 


GRASS CATCHERS.—Sales are ahead 
of last year’s and the current demand 
Steady prices pre- 


is holding up well. 
vail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Adjustable, galvanized bottom 
catchers for 14 to 10 in. mowers, 
$8.25 per dozen in full packages. 


Adjustable galvanized bottom catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom catchers for 12 


to 16 in. mowers, $5.90 per dozen; 
adjustable, plain canvas bottom 
catchers, for 18 to 21 in. mowers, 


$7.60 per dozen. 


nail hammers, camping hatchets, etc. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

a Hammers. — First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets. — First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


ICE CREAM FREEZERS.—Demand is 


only moderate. Sweltering days are 
needed to stimulate sales. No price 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO 

White Mountain. —1 qt., 
qt., $5.65; 3 qt., 
qt., $10.45; 8 qt., 
$21.55; 15 qt., 
$33.20; 25 qt., $42.60. List prices. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic.—1 qt., $4; 2 qt., $4.60; 3 qt., 
cone 4 qt., $6.80; 6 qt., $8.60; 8 aqt., 
List prices. Dealers’ dis- 
count on Arctic freezers is 50 per 
cent from list. 


$4.85; 2 


Alaska-Grey Goose.—1 qt., $3.60; 2 
t., $4.20; 3 qt., $5: 4 gt., $6.15; 6 qt., 
$7.80; 8 aqt., $1 0.10; 10 qt., $13.50. 
List prices. Dealers’ discount on 


Alaska-Grey Goose freezers is 3314 
per cent from list. 

Auto Vacuum.—1 qt., $3.50; 2 qt., 
$4; 3 qt., $5; 4 qt., $6. List prices. 
Dealers’ discount on Auto Vacuum 
freezers is 33% per cent from list. 

Acme. —2 qt., bright galvanized, 
$8 per doz. net; 2 qt., blue enameled, 
$10 per doz. net; 4 gt. blue enameled, 
$18 per doz. net. 


LAWN MOWERS.—Current demand is 
excellent and sales are ahead of last 
year’s. Stocks are complete and prices 
remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

16 in. ball bearing, 5 knife, 11 in., 
wheels, $12 each; 16 in. ball bearing, 
4 knife, 10% in. wheels, $9.25 each; 
16 in. ball bearing, 4 knife, 10 in. 
wheels, $7 each; 16 in. ball bearing, 
4 knife, 8 in. wheels, $6.75 each; 16 
in. plain bearing, 3 knife, 8 in., 
wheels, $5.25 each. 
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NAILS, WIRE AND STAPLES. — 
Prices are firm and unchanged at this 
Selling volume is improving. 


market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.l, quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 Ib.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 gy annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 
$3.75 per 100 Ib.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 1lb.; polished fence staples, 
$3.55 per 100 Ib. 


PAINTS AND OILS.— Sales are a 
trifle ahead of the same time last year. 


No price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Linseed Oil, Raw.—Barrel lots, 87c. 


per gal.; 5 barrel lots, 80c. per gal. 
Linseed Oil, Boiled. — Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. per 
gal. 
Denatured Alcohol. — Barrel lots, 


68c. per gal.; steel drums, extra, $6, 


returnable. 

Turpentine. — Drum lots, 73c. per 
gal., net. 

White Lead.—100 Ib. kegs, $13.50 


ewt.; 50 lb. kegs, $13.75 cwt.; 25 Ib. 
kegs, $13.75 cwt.; 121%4 Ib. kegs, $14 
cwt. 

Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
544c. per Ib.; in 100-lb. lots, 6%4c. 
per Ib. 

Ti%c. per 


ane Paste.—Barrel lots, 


PREPARED ROOFING.—Sales volume 
Mill prices are 
stronger but without effect on whole- 


keeps at high levels. 


salers’ prices here, as yet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Best grade slate surfaced, prepared, 


roofing, $1.95 per square; medium 
grade, slate surfaced, $1.80 per 
square; best grade, tale surfaced, 


$2.10 per square; medium grade, talc 
surfaced, $1.30 per square; light 
grade, talc surfaced, 90c. per square; 
red rosin sheathing, $50 per ton. 


ROPE. — Sales are somewhat quiet. 
Scarcity of sisal fibre may mean higher 


prices after July first. 


JOBBERS’ Que Rene TO RE- 
TAILERS, F.O.B. CHICA 

Best manila, standard ned base, 
22c. per Ib.; No. 2, manila, 20c. per 
lb.; finest sisal, 15c. per Ib.; No. 2 
sisal, 14%c. per Ib. 


SCREEN WIRE AND POULTRY 
NETTING.—Another good month of 
selling is head. Season prices remain 


effective. 


JOBBERS’ py ate te TO RE- 
TAILERS, F.O.B. CHICAGO: 

12 mesh, painted screen, cloth, 
$1.95; 14 mesh galvanized, $2.65; 14 
mesh bronze, $6.60 per 100 sq. ft.; 
galvanized before poultry netting, 50- 
10-5 per cent. 


SCREENS, WINDOW AND DOOR.— 
Demand is good and prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Continental Door, No. 296, 2 ft. 8 
in. x 6 ft. 8 in., $22.60 doz.; ae gh 
nental Door, No. 311, $2 ‘80 doz.; 
Continental Window Screen, No. 
1833, hardwood, $4.20 doz.; Conti- 
nental Window Screen, No. 2433, 
hardwood, $4.95 doz.; Diamond E 
Window Screen, 14 mesh galvanized 
wire cloth, No. Pa $7.20 doz.; No. 3, 
$9.60 doz.; No. $10.40 doz.; No. 6, 
$11.20 doz.; No. 4. $12.40 doz. 

Diamond E Window Screens with 
golden bronze wire cloth, 16 mesh, 
No. 11, $10.80 doz.; No. $13.60 
doz.; No. 14, $14.80 doz.; No. 16, $15.60 
doz.; No. 17, $16.80 doz. 
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Reasons why you should stock 
the complete ““CRONK” line 


The Cronk line of hardware prod- 
ucts is a profitable one to handle. 








Each tool is made to uphold the 
Cronk standard of quality and give 
your customers unfailing satisfac- 
tion. 





LITTLE WONDER 
MOP WRINGER 





Prices moderate — treatment square 
—real manufacturer, jobber and 
dealer co-operation. Your jobber 
- will quote. 


‘ON 


Send for catalogue. 





The Cronk & Carrier Mfg. Co. 
Montour Falls, N. Y. 


Manufacturers of: 


CRONK 
; POTTER 
SWINEFORD PRODUCTS 


























inane id: 
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Atlanta Reports Trade Improvement— 


Jobbers Filling Stocks 


(Atlanta office of HARDWARE AGB) 


ATLANTA, GA., July 3.—Business with Atlanta hardware job- 
bers has shown considerable improvement during the past two 
weeks and for this time of the year, sales are considered as being 


better than normal. 


Some sections of the territory are still experi- 


encing more than their share of rainy weather and farmers have 
been somewhat handicapped, but the outlook in general for the sea- 
son’s crop appears to be favorable and jobbers are loading up stocks 
with the anticipation of good fall business. 

Prices in general are firm with the.exception of felt roofing, which 
has shown a slight advance in price. 

Collections are reported to be only fair. 





ALUMINUM WARE. — Orders are 
coming in fine for aluntinum ware. 
Stocks are full and prices remain the 


same. 


JOBBERS’ QUOTATIONS TO RE- 
*— F.0.B. ATLANTA, GA.: 


Per Doz. 
Se  , Eee eee $12.00 
64%4—Tea kettles .............. 16.00 
4—Convex kettles ............ 8.00 
6—Convex kettles ............ 8.50 
8—Convex kettles ............ 12.00 
rr NIN io v'sis.n:6.0 ac os yes 8.00 
SEED s.sceawsslnoeceas 9.60 
8—Water pails ..........c000. 8.00 


10—Water pails .........c.c.086 9.00 
2—Dairy pans 

3—Dairy pans 
4—Dairy pans 
2%—Pitchers 

4—Pitchers ..... 
10—Dish pans 
14—Dish pans 
17—Dish pans 





AUTOMOBILE ACCESSORIES—Busi- 
ness is reported good on auto acces- 


sories. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Auto Chains.— Weed and Rid-O- 
Skid chains, list, less 30 per cent; 12 
to 49 pairs, 35 per cent off; 50 pairs 
or more, 40 per cent off. 

Champion X spark plugs, 45c. each. 
Champion blue box, 53c. 

No. 1 Springfield pumps, $1.75 each. 

Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40, tubes ee 30 x 4.50, 
$8.25, tubes $1.60; 29 4.75, $9.55, 
tubes, $1.70; 29 x 5.00, * $9. 90; —— 
$1.75; 30 x 5. 00, $10.20, tubes $1.80; 
x 5.00, $10.65, tubes 1.85; 32 x 00. 
30 x 5.25, $11. 90; 
tubes $2.00; 31 x 5.25, $12.25, tubes 
$2.05; 29 x 5. 50, $12.65, tubes $2.25. 

Mansfield 6 ply tires, Po x 5.25, 
$14.70, tubes $2.05; on x 6.00, $16. 15, 
tubes, $2.25; 31 x 6.00, $16. 65, tubes 
$2.30; 32 x 6.00, sis 35, tubes, $2.40. 


ia 


ALARM CLOCKS AND WATCHES— 
Good business is reported. Stocks are 


full and well assorted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


Each. 

America, a. in colors and 
ae are 1.05 
America, REE Peres 1.58 
Big and Baby Ben, plain....... 1.29 
Big and Baby Ben, luminous... 3.16 

Big and Baby Ben De Luxe, 

plain, in colors and nickel 
En FS aa oe 2.62 


Big and Baby Ben, luminous.. 3.50 
Ben Hur, luminous, in colors 


and nickel finish............. 2.46 
Ben Hur, plain, in colors and 

AE EE: coca ccuuccueaessess 1.76 
Sleep Meter, plain............. 1.40 
Sleep Meter, luminous......... 2.10 





Tiny Tim in assorted colors... 1.50 
Pocket Ben watches .......... 1.05 
Glo Ben watches, luminous.... 1.58 


BOLTS AND NUTS.—Business is fair 
on bolts and nuts. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 
cent off; hot and cold pressed nuts, 
50-10 per cent off; stove bolts, 75 per 
cent off. 


BUTTS AND HINGES.—Orders are 
good. Stocks are full. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Dull brass plated butts No. 241E, 
ey per pr.s 3% x 3%, 18c. per pr.; 

x 4, 23c. per pr. 

* Xo 804 loose pin butts, 2% x 2%, 
$1.00 per doz. prs.; 3 x 3, $1.10 per 
doz. —, 3% x 314, $1.35 per doz. 
prs.; 4 x 4, $1.90 per doz. prs. 

Heavy strap hinges: 4 inch, 90c. 
per doz.; 5 inch, $1.30 per doz.; 6 
inch, $1.50 per doz.: 8 inch, $2.50 per 
doz.; 10 inch, $4.10 per doz.; 12 inch, 
$7.30 per doz. 


CLIPPERS.—Business is very good on 
clippers and parts. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Brown & Sharpe—Bressant or nar- 
row plate—$4.50, less 25-10 per cent. 

American Gentleman, $3.00, less 
33%, per cent. 


COTTON MOPS.—Volume is good on 
this item. 


JOBBERS’ et HR A TO RE- 
TAILERS, F.O.B. ATLA A, GA.: 

14 0z., $5.90 per g tae ; a3. 0Z., $6.40 
per doz. 


FILES.—Orders are increasing. Stocks 
are in good shape. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Simonds files, list, less 50 per cent; 
Black Diamond, list, less 50 per cent; 
Great Western, list, less 60 per cent; 
Royal, list, less 70 per cent. 


FORKS.—Forks are selling only fair. 


JOBBERS’ SUOT ea, TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Manure Forks. —4 tine, strapped, 
10.75 per doz.; 5 tine, strapped, 
12.50 per doz.; 6 tine, strapped, 
$14.70 per doz. 

Cottonseed Forks.—10 tine with 
steel D handles, $26.00 doz.; 12 tine 
with steel D handles, $30.50 doz. 


FREEZERS.— Freezers continue to 
move in good volume. 


JOBBERS’ oe bs Hee A TO RE- 
TAILERS, F.O.B. ATLANT GA.: 
Frost King, Steel Frame. ge at., 


for Fall 


$3.30; 2 , $3.85; 3 qt., $4.60; 4 qt., 

35.60; 6 e ” $7. 10; 8 qt., $9.20; 10 qt., 

$12.25; 12 ‘at., $13.75; 16 qt., $19.20; 
80. 


Snow Ball, Steel Frame.—1 qt., 
$4.00; 2 qt., $4.65; 3 qt., $5.55; 4 qt., 
$6.86; 6 qt., $8.60; 8 qt., $11.10; 10 qt., 
$14.85; 12 pg $17.80; 16 qt., $21.10; 
20 qt., $27. 

White seanabilis —1 qt., $4.85; 2 qt., 
$5.65; 3 qt., $6.75; 4 qt., $8.25; 6 at. 
$10.25; 8 at., $13.50; 10 qt., $18.00; 
12 qt., $2 1.55; 15 at. $25.60: 20 at., 
$33.20; 25 qt., $42. 

Arctic Freezers. oa qt., $4.00; 2 qt., 
$4.60; 3 qt., $5.55; 4 qt., $6.80; 6 qt., 
$8.60; 10 at., $14.80; 12 qt., $16.65; 
15 qt., $23.30; 20 qt., $30.00. 


GALVANIZED SPRINKLERS.— 
Sprinklers seem to be in good demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

4 qt., $5.00 per doz.; 6 qt., $6.65 per 
doz.; 8 qt., $7.50 per doz.; 10 qt., $9.00 
per doz.; 12 qt., $10.80 per doz.; 14 
qt., $12.50 per doz, 


GALVANIZED HARDWARE CLOTH 
—Hardware cloth keeps going well. 
No change in price. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA 

2 x 2, 24 in., $8.50 per roll of 100 
lineal ft.; 2 x 2, 30 in., $10.25 per roll 
of 100 lineal t.; 3 =x 2, ‘ 2.50 
per roll of 100 lineal ft. 3 x 2, 34 -in., 
$9.50 per roll of 100 lineal ft.: 3 x 3, 
30 in., $11.50 per roll of 100 lineal ft.; 
3 x 3, 36 in., $13.50 per roll of 100 
lineal "tt.; 4 x 4, 24 in., $10.50 per roll 
of 100 lineal ft.; 4x 4, 30 in., $12.50 
per roll of 100 lineal ft.; 4 x 4, 36 in., 
$14.50 per roll of 100 lineal ft: 


GALVANIZED WARE. — Sales are 
very good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Tubs.—No. A, $4.00 per doz.; No. O, 
$5.10 per doz.; No. 1, $6.46 per doz.; 
ne 2, $7.20 per doz.; No. 3, $8.40 per 
oz. 

Pails.—8 qt... $1.98 per doz.; 10 qt., 
$2.24 per doz.; 12 qt., $2.46 per doz. 


GAME TRAPS.—Orders are being 
booked for future delivery. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA 
Victor No. 0, $1.10 per doz.; Victor 
No. 1, $1.40 per doz.; Victor No. 1%, 
$2.20 per doz.; Victor No. 2, $3.36 per 
doz.; Victor No. 3, $5.48 per doz. 


GARDEN RAKES.—Business on rakes 
is normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 

12 tine bow, $8.60 per doz.; 14 tine 
bow, $9.00 per doz.; 16 tine bow, 
$9.50 per doz.; 10 tine malleable, $5.00 
per doz.; 12 tine malleable, $5.40 per 
doz.; 14 tine malleable, $6.00 per doz.; 
16 tine malleable, $6.50 per doz. 

Brume rakes, $9.00 per doz. 


LAWN GOODS.—Still a good demand 
for lawn goods. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

5%—50 ft. sections, 6 ply garden 
hose, 10c. ft.; 5%—25 ft. sections, 6 
ply garden hose, 10c. ft.; 5%—50 ft. 
sections, 5 ply garden hose, 8c. ft.; 
id ft. sections, 5 ply garden hose, 
8c. f 

rain King Sprinklers, $2.35 e 

Giant Rain King Sprinklers, ¥. 67 
each. Lawn mowers from $8.0 

Lawn rakes No. FBR22, $7.80; ala 





rakes No. 124,° $9.00. 


Reading matter continued on page 120 
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OVER 
1500 ITEMS 


of Special Hardware 


As soon as a dealer stocks and displays Brainerd 
Hardware he is impressed with the way these little 
items move and the profit they pay. 


This is especially true when you sell from the Sample 
Board which we furnish at cost to help increase your 
sales of— 


THE BRAINERD LINE 


We also mount the Sample Items for you, charging 
only for the goods on the board at the regular trade 
prices. No charge for mounting and numbering. 


For more than 20 years we have enjoyed the repu- 
tation of making the Largest Line of Special Hard- 
ware ever produced. These items include: Light 
Cabinet and Builders’ Hardware, Furniture Trim- 
mings, Chest, Suit Case, Refrigerator, Show Case, 
Radio, Toy and other Light Hardware. 


Our Latest Catalog of over 500 pages illustrates and 
describes our complete line and contains information 
which every dealer should know. Shall we send you 
a copy? 


THE BRAINERD MEG. CO. 
East Rochester, N. Y. 














No. 








No. 


No 


371 








607 


1133 
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Hedge shears, 8 in., $1.10 per pr.; 


9 in., $1.40 per pr. 

Grass shears, $9.00 and $10.00 per 
doz. 

Grass hooks, $3.50 to $6.50 per doz. 


POTATO HOOKS. — Business is re- 
ported as only fair on potato hooks. 


JOBBERS’ eyor aren? TO RE- 
TAILERS, F.O.B. TA, GA.: 

4 tine, $9. 50 per - tag AN tine, $12. ‘00 
per doz.; 6 tine, $13.00 per doz. 


ROOFING.—There has been an ad- 
vance in price on felt roofing, but it is 
still moving in good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 

1 ply smooth surface, $1.00 per roll; 
2 ply smooth surface, $1.20 per roll; 
3 ply smooth surface, $1.40 per roll; 
sreen or red slate surface, $1.95 per 
roll. 


SCREEN DOORS AND WINDOWS.— 
These are selling in a hurry at this 
time. Stocks are full and well as- 
sorted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, re 

No. 24G14, 3 x 7, $20.30 doz.; - 

301, 3 x 7, $38.20 doz.; No. 301 1Gi6, 
ig doz.; No. 314G16, 3 x 7, $32.00 
aoz. 

Adjustable Metal Frame Windows: 
24 x 37G14, $9.30 doz.; 28 x 37G16, 
$10.10 doz.; 24 x 37 adjustable wood, 
$5.50 doz.; 30 x 37, $6.80 doz. 


SAWS (CROSS CUT).—Business is 





| 
| 
| 
| 
} 
' 


reported good and stocks are in good 
condition. Prices have not changed. 
JOBBERS’ oe epee J TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
Simonds | era ground cross cut 
saws. Nos. 13, 22, 113, 133, 324, 325: 
5 ft $5.40 





SOLDER.—This item is selling well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. ATLANTA, GA.: 
Half and half solder, 36c. per Ib. 
Acid core solder (in 1 Ib. spools-, 66c. 
per lb. Acid core solder (in 5 Ib. 
spools), 61c. per lb. No. 4 babbitt, 
10c. per Ib. Anti-Friction babbitt 
metal, 18c. per Ib. 
STEP LADDERS (PINE).—Step lad- 
ders are in good demand now. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
4 ft., $1.20 each; 5 ft., $1.50 each; 
. ft., $1.80 each; 8 ft., $2.40 each; 10 
, $3. 50 each. 
WATER COOLERS.—There is a good | 
demand for water coolers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
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: a galv. lined. 





WIRE PRODUCTS.—Orders indicate 


good demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Plain Smooth Wire Black Galvanized 


Gage Per 100 lb. Per 100 lb. 
a Ee eT $3.50 $4.00 
| Pree. pee 3.55 4.05 
Oe ou Sao ea cokaes 3.60 4.10 
BM” e At nats Oe wea ee nce 3.65 4.15 
Py rere re a 3.90 4.45 
| oP ee et ee 20 4.85 


6 4. 

Barbed Wire.—Per 80-rod spool, 2- 
point light cattle, $2.75; 2- “point light 
hog, $3; 4-point ‘heavy’ cattle, $3.75; 
4-point heavy nog —— 


oven Wire ce.— Per 20-rod 
roll, 726-14, $5. 25. “832- 12, $6; 939-11, 
$7.85; 1446-1214, $11 


Poultry and Rabbit. —14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13, 
$4.85; 2158, $5.50. 

Steel Fence Posts.—“T”’ galvanized 
5 ft., 55¢c. each; formed painted, 35c. 
each; “‘T’’ galvanized, 6% ft., 65c. 
each; formed painted, 45c. each; ‘‘T’”’ 
galvanized, 7% ft., 70c. each; formed 
painted, 50c. each; “‘T’’ galvanized, 
8 ft., 75c. each; formed painted, 55c. 

Screen Wire.—12-mesh, black, $1.85 
per 100 sq. ft.; 14- mesh galvanized, 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.; 16- 
mesh, bronze, $6.50 per 100 sq. ft 


Northwest Consumer Demand Continues 
Prices Remain Steady 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, July 2.—In some of the territory tributary to the 
Twin Cities there has been ample rainfall to assure a good crop; in 
other portions there has been no moisture since the snow went off ; 


in still other portions there has been too much rain. 


age, the crop prospects are fairly good, however, and reports of car- 
loadings in the merchandise lines continue to show good totals. 

The season is swinging along toward the mid-year period, with 
demand for merchandise good, showing a fairly satisfactory volume. 
Price changes are infrequent, demand being good endugh to war- 
rant the steady and firm disposition in prices. 

Tourist trade continues to attract attention, and cars from every 
State are seen in this section of the country, for the vacation period. 


AXES.—Sales are steady, with fair 
volume. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20.00 
to $21.50; single bit, handled, $19.25; 
double bit, handled, $24.25 doz., net. 
BOLTS.—Deliveries show a fair de- 
mand, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and lag 
—* 60 per cent from ‘standard 
ists 


BRADS.—Demand is good, with prices 


firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER.—Volume of trade 
Reading matter continued on page 122 
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CHAINS. — Call 


is good, with stocks well filled. Prices 
| are firm as quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Red rosin sized paper, all weights, 
"$2.65 cwt., and tarred felt paper, 
$2.80 cwt., net. 

for chains is fair. 
Prices show no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. bag CITIES: 

Log chains, yx $12.05; % x 14, 
$9.15; % x 14, $8. 30; Sheond coil chain, 

% in., $10. 30; in., $7.40; % in., 
$6.85; %& in., 37. 0 ewt., net. 


CHURNS.—Trade in this line is steady, 
with good volume. Prices are un- 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Barrel type churns, 3344-5 per cent 
from lists. 


| 


On the aver- | 





EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Deliveries are show- 
ing very good volume in this line. Con- 
struction work is at a fairly good point, 
and repair work is fairly heavy. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Eaves trough, 5 in., slip joint, sin- 
gle head, galvanized, in crates, $5. 25; 
6 in., $6.40; conductor pipe, 3 in., in 
crates, not “nested, $4.90; 4 in. $6 6.85 
per hundred feet; conductor elbows, 

in., $1.78; 4 in., $2.88 doz., net. 


FIELD FENCE.—Call for field fence is 
good at the present time. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26 in. high, 
$39.69 per 100 rods, net, with other 
heights in proportion. 


GALVANIZED WARE.—Garbage cans 
and tubs are still selling well, with fair- 
ly good demand for other items in this 
line. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Standard galvanized pails, 10-at., 
$2.70; 12- at $2.85; 14-qt., $4.70; stock 
pails, 16-q $4. 70; is-at., $5.5 
standard this, No. 1, $7.15; No. 3 
$8.00; No. 3, $9.85; heavy, No. 1, 
$13.20; No. 2, $14. 40; No. 3, $15. 60 
doz. net. 


GLASS AND PUTTY.—Call for glass 
is still fairly good, with dealers grad- 
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Hardware Dealers Are Losing Millions of 
Profitable Business Each Year 


E. B. GALLAHER 
Treasurer, Clover Mfg. Co. 


Editor, Clover Business Service 


It is amazing to find how little metal-cutting-cloth business passes through 
the hands of the retailer—most of it goes directly from the manufacturer or whole- 
saler to the machine shop, large and small. 


GIVE ME TWO 
ECONOMY ROLLS AND 
A DOZEN SHEETS OF 
ALUMINOUS, OX |DE CLOTH, 










I have proved to my own satisfaction that the 
reason for this is a lack of knowledge of the various 
abrasive materials in use—the work to which each is 
best suited—and the dealer’s lack of ability to recog- 
nize the thirty odd trade names under which the 
three shop abrasives are sold. ee 

E 





SORRY OLD MAN 

HAVENT GOT EM! 

WAT D* yy? MEAN 

ALUMINOUS OXIDE?, 
Gane 











LET ME SELL You 
Hf ; GLAD TO HEAR IT. 
A live dealer, with accurate a eae ane sateen 
information and a small stock \wetAVeEMINsTock, /lyou carnien Em. 
of the right materials, can easily 
bid for and get a large per- 


centage of his local shop trade—it is very profitable. 
So, I have prepared and had copyrighted a plan which I call— 


“Clover Plan for Dealer Distribution of 
Metal-Cutting Cloths” 


It is brief, right to the point, 
and gives you all the information and machinery neces- 
sary to allow you to go out and get your local shop trade 
in metal-cutting cloths. 








SURE— THAT'S ALUMINOUS OXIDE 
HAVE YOUGOT \ | USED FOR CUTTING HARD METALS 
ANY OF THISHERE |} WE CARRY CLOVER YELLOW STRIPE 






Just write me for my “Plan” and you will get the whole works— 
and, by the way, if you want me to send samples of Clover Color- 
Stripe papers and cloths, just tick 
them off on the attached coupon. 1 ae” 

I may be biased, but I think they 
are just a wee bit better, and you'll PA IS. 
find the price is right. . 





4 ; | E. B. GALLAHER: 
CLOVER MFG. co, NORWALK, CONN., U.S. A. || Clover Mfg. Co., Norwalk, Conn. 


SINCE 1903 gilts acl 
Sample Emery Cloth 


SANDPAPERS 
METAL-CUTTING PAPERS AND CLOTH 
AUTOMOBILE NICKEL PASTE 
METAL POLISHES 


Sample Aluminous Oxide Cloth 
| Sample Sandpaper 


Name 


Address 


CLOVER GRINDING AND LAPPING COMPOUNDS 


Character 
| of Business 
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ing their stocks down until the fall | 


business begins. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength A grade 
glass Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50 
ib. steel drums, $4.85 cwt., net. 
LAWN HOSE.—Demand is good, with 
stocks well filled. Prices are firm as 
quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn hose, Manhattan, black, %- 
in., 500-ft. bales, $7.25; %-in., $8.50; 
5,-in., 50-ft. lengths, coupled, $7.75; 
Manhattan, red, %-in., 500-ft. bales, 
$9.00; S-in., 50-ft., 
.05; Good Luck, 
$9.00; Bull Dog, %-in., 
7-ply, $12.75 per 100-ft. net. 
LAWN MOWERS.—This is the height 
of the lawn mower season, and deliv- 
eries show a good volume. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn mowers, Philadelphia, Style 
A, 15-in., $15.75; 17-jn., $17.85; 19-in., 
$19.95; Riverside, Ball-bearing, 16-in., 
.$7.25; 18-in., $8.25 each, net. 
MILK CANS.—Demand is good, with a 
growing market in this part of the 
country. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 


NAILS.—Demand is fairly good, with 
stocks well filled. Prices are firm as 


quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 
POULTRY NETTING. — The first 
heavy call for the year is past, but 
there is a steady demand. Prices are 
unchanged. 
JOBBERS’ ern ae TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Poultry netting, hexagon mesh, 60 
per cent from lists. 


PYREX OVENWARE.—Sales in this 
line are well sustained, with stocks am- 
ple. Prices show no changes. 


JOBBERS’ oe ggitn g d TO R 
TAILERS, F.O.B. TWIN 

No. 623 casseroles, $1. 4 
casseroles, $1.17; No. 634 casseroles, 


Prices are unchanged. | 


| 


$1. 33; No. 212 bread pans, 60c.; No. 
| 200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 


26 tea “—~ $2. 33; 
each net. 


24 tea pots, $2; No 
No. 953 percolator ‘tops, 7c 
ROPE.—Sales show a fairly good vol- 
ume. Hay rope is selling well. Prices 
are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN CITIES: 
Best grade manila rope, 7-16 in. 
and larger, 24c.; % in., and smaller, 


25c.; best grade sisal, 17%c. lb. base. 
SANDPAPER.—Call for abrasives is 
steady, with good volume. Painting 
and decorating is progressing for the 
season, and adds to the demand. Prices 
are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3est grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 

SASH CORDS AND WEIGHTS.—Call 
for these items is steady, with fair vol- 
ume. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Sash cord, best grade, 65c. lb. base; 
second grade, 38c. lb.; third grade, 
27c. Ib. base, net, and cast iron sash 
weights, $1.95 cwt., net. 

SCREWS.—Sales show a fairly good 
market, with prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 3714 per cent; round 
head brass, 32%% per cent from lists. 

SOLDER.—Deliveries are good, with 
prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Warranted half and half solder, 
30% cents lb., and strictly half and 
half solder, 311%, cents Ib., net, in 
100-Ib. boxes. 

STEEL SHEETS.—Call for sheets is 
good, with prices showing no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN - as 

ie 


Galvanized steel sheets, 

(base), $5.00; black steel ay 
ga. (base), $4. 15; Armco galvanized 
steel sheets, 24- ga. (base), $6.05 cwt., 
net. 

TIN.—Demand is good, with stocks am- 

ple. Prices have not changed. 








JOBBERS’ a ae TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating IC, $15.50 box, net. 


WHEELBARROWS.—Contractor trade 
continues good, with a fairly good de- 
mand from domestic sources. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net.; tubular, steel tray, 
$7.20; Gopher garden, $3.75; American 
garden, $6.25 each, net. 


WIRE.—Fence wire is selling in good 


volume. Wire for construction pur- 
poses is also moving well. Prices are 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized barbed cattle wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—Sales in this line are 
still good, with stocks well filled. Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire cloth, 12 x 12 mesh, black 
painted, $1.85, and 12 x 12 mesh, 
aluminum finish, $2.25 per 100 sq. ft., 
base. 

Bronze wire cloth, 14 x 14 mesh, 
$7 per 100 sq. ft. in full rolls, net. 


WRENCHES.—Demand is good, with 
stocks well filled. Prices show no 
changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Agricultural wrenches, 60-10 per 
cent; keg, model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2. 15 each, net. 
Snap-on "Wrenches. Radio and 
electric sets in metal cases, $2.75; 
No. 101 Master Service Sets, ge 
No. 202, Heavy Duty Sets, $3.80; 
404, Flexible Socket Set, $8; No. 608, 
Crankease Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33144 per 
cent discount. 
Crescent, 6 in., $5.65; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 





ul 


Pittsburgh Jobbers Report Improvement 
—Seasonal Goods Active 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, July 2.—Nearly all the jobbers in this territory re- 
port a better June business than they had last year, and demand 
has now reached rather steady proportions and seems likely to con- 


tinue through the summer months. 


Seasonable goods are very 


active with the heaviest movement in screen doors and windows, 
garden and lawn tools, picnic supplies, camping equipment and 


paints. 


While these items are accounting for a good part of the 


movement of hardware goods just now, there is a steady demand for 
bolts, nuts and rivets, miscellaneous tools and other less seasonable 
items, which, in the aggregate, are responsible for the well sus- 


tained volume of business. 


Builders’ hardware is growing more 


active, but a better demand should develop later in the season. 


Reading matter continued on page 124 





Sheet steel products are moving fair- 
ly well from jobbers’ stocks, but there 
is room for improvement in galvanized 
and corrugated materials for roofing. 
Mill prices to jobbers on galvanized 
sheets are also weaker and concessions 
of $2 a ton on the jobbers’ buying price 
of 3.60c. per lb., Pittsburgh, are more 
frequent. Jobbers’ prices on sheets are 
holding fairly well. Quotations on other 
hardware products are generally un- 
changed, an exception being turpentine, 
which has declined 4c. a gal. to 63c. 

Steel mills in this district, after en- 
joying the best half year’s business in 
their history, are settling down to 
steady summer operations which prom- 
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ise to be at record levels for this time 
of the year. Third quarter contracting 
has been very satisfactory from the 
standpoint of both tonnage and price, 
and operations in this and nearby dis- 
tricts are well diversified and generally 
above ordinary levels. There has been 
some tapering off in products which en- 
joyed the greatest spring activity, but 
other lines have improved and the av- 
erage for all lines is good. Hot weather 
is beginning to interfere with recent 
high operating rates, notably in sheets 
and tin plate, but mill backlogs on 
sheets are particularly large and efforts 
are being made to maintain production 
as high as possible. Tin plate demand, 
on the other hand, has tapered off con- 
siderably in the last month and the op- 
portunity for closing down mills on ac- 
count of the mid-week holiday is be- 
ing taken advantage of by some of the 
larger companies. Third quarter prices 
have held well on contract business, ex- 
cept in the case of sheets and possi- 
bly wire and nails, where occasional 
concessions are reported. 


AUTOMOBILE TIRES AND TUBES. 
—Business is largely unchanged, with 
demand considerably below usual levels. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, $1. 85; 30 x 5.25, $11.90: 
tubes, $2.00; 31 x 5.25, $12.25: tubes, 
$2.05, 29 x <a ~~ 5; tubes, $2.25. 
6 ply, 25, $11.70; tubes, 
$2. 05; 30 x 56. $16. ‘05: tubes, $2.35: 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 
Tire display racks, $10.00 each. 
Prices in all instances are each. 


BATTERIES. — Activity is confined 
largely to flashlight batteries, as there 
is little or no movement of radio dry 
cell batteries. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 





Broken Unit 
Packages Packages 

No. $2.06 
No. 2.97 
No. 1.92 
No 2.80 
No 1.14 
No .39 
No .97 
No 1.30 
No 1.30 
No 1.92 
No 1.79 





No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlights.—No. 935, 6%4c. each; 
No. 950, 6144c.; No. 790, 13c.; No. 705, 
19%c.; No. 750, 13%c.; No._ 791, 13c. 
$0 at Shot.—No. 1461, $1. 67; No. 1661, 
“ ‘ 


BOLTS, NUTS AND RIVETS.—The 
steady demand which has characterized 
this line all spring seems likely to con- 
tinue through the summer months. 
Prices are well established. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—-All styles except stove and 
tire bolts per 100 pieces, 60 per cenf 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 
ee Nuts.—All styles, 50 per cent off 
ist 

Rivets. —Larger, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


Reading matter continued on page 





BUILDERS’ HARDWARE.—Business | 
is still below the seasonal level usual at 
this time of the year, but is showing 
gradual improvement. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50; per 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in. 
8 in., $3.40; 10 in., $5. 40; light strap, 
with screws packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.—Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


FARM, GARDEN AND LAWN.—This 
line continues to be quite active, with 
garden hose and fixtures moving espe- 
cially well. There is a fair demand for 
lawn mowers and also farm tools. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Lawn Rollers.—No. 2, 175 lb., with 
water, $8.55 each; No. 4, 265 Ib., 
$10.15; No. 5, 265 Ib., $12.70; No. 7, 
420 Ib., $14.60; No. 9 565 Ib., $16.50. 

Garden Hose.—250 to 500 ft, coils, 
¥% in., 744c. to 9c. per ft.; 5% in., 8 
to 10%c.: % in., 9c. to 12%c.; in 50 
ft. lengths coupled, %c. per ft. 
higher; nozzles, Gem, $5.50 per doz.; 
Diamond, $4.50 doz.; Giant, $3.25 per 
doz.; reels, $1 to $4 each; Perfect hose 
couplings, $2 per doz.; Sherman hose 
couplings, $1.40 per doz.; Perfect hose 
menders, 25c. per doz.; hose nipples, 
$2.40 per doz.; hose adapters, $2.25 
per doz. 

Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 
41, $15.24; spading forks, No. 84, 
$10.80 per doz.; No. 72, $14.28; garden 
rakes, No. 014, $5.64 per doz.; No. 512, 
$8.64; No. 514, $9; lawn rakes, No. 
egg $5.50 per doz.; field hoes, $6 per 
doz 

Barrows.—Garden, No. $3.65 
each; No. 82, $4.75; No. 33° "35: 

84, $7.75; _ 45, $4. 50; No. 35, $5. 15; 
No. 25, $6.2 

cakeke caianden: No. 7, $1.40 per 
doz.; No. 803, 90c.; No. 809, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 75c. 

Grass Hooks and Shears.—Hooks, 
No. 7, $2.50 per doz.; 0. 450, $4; 
German, $3.60; English $7. Shears, 
No. 360, $3 per doz.; No. 380, $3.60; 
No. 520, $5.50; No. 525, $7; No. 530, 
$5.50; No. 540, $6. 

Shears.—Pruning, No. 25, $2 per 
doz.; No. O, $4.50; No. 533, $6.50; No. 
4671. $9; hedge, 8 in., blades, $1.25 
to $1.75 each; 9 in., $1.40 to $1.90; 
10 in., $1.60 to $2. | 

Pruners.—Tree, Water, $1.30 to } 
$1.60 each: Disston, $2 to $2.10; Rock- | 
dale. $1.35 to $1.65; McKinney, $2.60 
to $3.60. 

Sprinklers.—Ring, 60c. each; Rain 
King, $2.60; Giant Rain King, $8.25; 
Pluvius, $1.25. 

Sprinkling Cans.—-Galvanized, 4- <at., 
$6 per doz.; 6-qt., $6.60; 8-qt., $7.50; 
10-qt., $8.40. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13.50; 18-in., $8.50 to $14; 20-i in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1-lb. 
papers, 24c. per lb.; in 100-lb. drums, 
14c. per lb.; arsenate of lead, 1-lb. 
papers, 22c. per Ib.; in 100-lb. drums, 
16c. per Ib. 


MISCELLANEOUS TOOLS.—Demand 
is steady, but not exceptional. Prices 
are well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 
7° 325, 5 ft., $5.40; 5% ft., $6; 6 ft., 

‘. 














Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. — $48; No. 562, 
$35. 20; No. 382, $41. 

Files. — Disston, sD” and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage Vises.—No. 43, $2 each; No. 
43%, $38; No. 44, $5. 


PAINTING SUPPLIES.—Paints are 
still active. Turpentine has been re- 
duced 4c. per gallon for barrel lots, and 
is now quoted at 63c. White lead and 
linseed oil are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per lb. in 
100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 63c. per gal., in barrel 
lots; raw linseed oil, 12c. per lb. in 
barrel lots. 


POULTRY SUPPLIES.—Demand for 
articles listed in this classification is 
rapidly receding, although there is still 
occasional call for fountains and other 


accessories. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Incubators.—No. 1, $21 each; No. 
2, $24.50; No. 3, $22.55; No. 4, $38.50; 
No. 16E, $15. 75; No. 17E, $21; all 
prices net. 

Brooders.—No. 117, $10.33 each; No. 
118, $12.95; No. ae $15.75; No. 80, 
$12.25; No. 81, 2.95; No. 101, $18.55; 
No. 102, $22.50; aii prices net. 

Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 
each. 

Cel-O-Glass.—In 100-ft. rolls, 12c. 
per = ft.; in 50-ft. rolls, 12%c. per 
aa. ft. 


SASH WEIGHTS.—Activity is confined 
largely to small lots and prices are un- 
changed at $42 a ton, f.o.b. Pittsburgh. 


SHEET METAL.—There is little activ- 
ity in sheet copper and prices are un- 
changed at 27%c. per lb. Sheet zinc is 
holding at 11%c., and there is a fair 
amount of activity. 


SHEET STEEL.—Jobbers’ quotations 
are unchanged, although mill prices on 
galvanized sheets are reported to be 
somewhat weaker. Demand for gal- 
vanized and corrugated products is 
holding up fairly well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Black sheets, No. 24 gage, in lots 
of 1 to 9 bundles, 4.15c. per Ib. 
Galvanized sheets, No. 24 gage, in 
lots of 1 to 9 bundles, 4.80c. per Ib. 
Blue annealed sheets, No. 10 gage, 
in lots of 1 to 9 bundles, 3.45c. per Ib. 
Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.48 per square. 


SCREEN WIRE GOODS. — Screen 
products are seasonably active, with 
doors and windows heading the list. 
Hardware cloth and poultry netting are 
also moving very well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Screen Wire Cloth.—Biack No. 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
12 mesh, $2.10; bronze, No. 14 mesh, 
$6.75. 

Screen Doors.—2 ft. 8 in. x 6 f 
in., No. 241, $18 per doz.; No. 288, te 
No. 457- G12, $22; No. 315-B14, $42. 

Screen Windows.—Wooden frame, 
extension, 12-33, $3.50 per doz.; 15-33. 
$3.85; 18-83, $4.40; 24-33, $5.10. 

Hardware Cloth.—24 in. x 48 in., 
No. 2, $4 per 100 v ft.; No. 3, $4.30; 
No. 4, $4.65; No. $5; No. 8, $5.50. 

Poultry Netting. ” iigeahal after 
weaving, 50 and 10 per cent off list. 


126 

















HARDWA 
RE AGE for JULY 4, 19 
’ 29 


















4 VVETE : ; 
telling Your CUSTOMERS 


2 
Ce ae 








a about th 
y e MILters FALis culling edy 
e 









is no better 
TTING EDGE 


our PLANE 
THAN ITS CU 


anes anyway ? Do they g&* 


| how good are your pl 
dull quickly ? If you have t© 
y time in grinding and honing, 
ving you the service they should. F 
an its 
‘re satisfied OF 
You'll find it ne 


sed and will 


gi 


plane is better th cutting edge: 
ht to try 


But, whether you not, you OUs 
a Millers Falls Cutting Edge. eds less 
sharpening than anything you ve ever w 
ou time on the job. 

ps the keenness that you need. 
ring the steel does 


aw MILLER 





save Y 


work because it kee 
f electrically rempe 


A new process re) 
your hardware dealer for the 





the trick. Ask 
Millers Falls Cutting Edge and tell him to show you 
the new Millers Falls complete line of planes- 
. MILLERS FALLS 
The new Catalog '§ ready and will be sent 09 request. re huset es 
NEW YORK: 28 Warren St— CHICAGO: 9 §, Clinton 
on . EVERYBODY 
e 








There’ . 

S a nice fi ° 
plane cutte profit in carryi 

rs. Th rying a stock 

themselves, but nd are not only pede of these Have ; 

and other tools ad will increase your sal eitems in Tool ne written for your co 

. Let us know your ase eofplanes shows xing You will a new Hand 

S. e co it 

the balance oe new line of ee It 

e twelve maj s, as well as 

jor tool lines : 








. NEW 
Y 
ORK: 28 Warren Street 








MILLER 
S FALL 
S COMP 
A 
NY - MILLERS FALLS, M 
’ assachusetts 


CHICAG 
O: 9So. Clinton Street 


aay ae eee aetna ned On 


Sele NRA Oe nie Nam 


eee 








HARDWARE AGE for JULY 4, 1929 





Boston Jobbers’ June Sales Totaled Larger 
Than Was Expected Early In The Month 


BosTON, July 2.—June sales by 
little larger than was anticipated 


(Boston office of HARDWARE AGE) 
Boston jobbers totaled up quite a 
early in that month. June had a 


poor start owing to weather conditions, but excessively hot weather 
the last two weeks created an exceptionally heavy demand for goods, 
and sales aggregated more than those for May, although the gain 


was not large. 


Retail buying covers a wide range of goods, but 


there is the same old tendency to order conservatively and often, 
letting the jobber carry the bag. Jobbers by adding new items 
have materially helped to keep retail interest in merchandise keyed 
up to a high pitch. Now that the average retail dealer is doing a 
better business, the credit situation is more satisfactory. 

While the hardware store is not losing its identity as such, it is 
quite noticeable that most of them are going in for sporting goods, 
games and other lines not usually associated with the hardware in- 


dustry only a comparatively few years ago. 


This branching out 


into new lines has been made necessary by the steadily growing cost 


of doing business and the need of 
meet expenses. 


finding new sources of revenue to 


Jobbers feel confident that retail hardware deal- 


ers before the close of 1929 will hang up a new sales record for 


games, toys and specialty goods. 


takes into consideration the Christmas goods season. 


of fact the jobber today takes qu 


In voicing this opinion the jobber 
As a matter 
ite an optimistic slant on the gen- 


eral outlook for retailers, but adds that it is an era of keen competi- 
tion in all lines of business and everybody engaged in selling hard- 
ware will have to work hard in 1929 to beat 1928 records. 


AUTOMOBILES (TOY).—A slight up- 
ward revision in prices for toy auto- 
mobiles has been made by jobbers, fol- 
lowing the receipt of new lists from 
manufacturers. Newly issued prices 
follow: 


JOBBERS’ y grgh ts a4 TO RE- 
TAILERS, F.O.B. BOST 

Automobiles. — Essex ia each; 
Hupmobile, $10.80; Franklin, $13.15; 
Peerless, $15; Oldsmobile, $16.90; Pon- 
tiac, $18.75; Studebaker, $24.50; Lin- 
coln, $32.50; Velie,- $7.25; Hudson, 
$8.75; Maxwell, $10; Buick, $20; 
Roamer, $22.50; Paige Sport, $35.63; 
Rolls Royce, $45; Marmon, 44. 

Trucks. — Speed, $11.55 each net; 
heavy duty, $16.90; Kiddie, $8.69; 
Bull Dog, $15. 25. 

Novelties.—Air Pilot, $9.40 each 
net; Fire Chief, $11.55; Fast Mail, 
$10.50; Speed Boat. $14.38; Fire De- 
partment, $7.81; Fire Tower, $30; 
Stop and Go Signal, $8,88. 


AUTOMOBILE ACCESSORIES.—This 
week jobbers say sales of tires and 
tubes are only fair. Competition among 
makers of low priced tires for retail 
business is very keen. Other kinds of 
accessories are doing moderately well, 
according to jobbers. 


JOBBERS’ OT are. TO RE- 
TAILERS, F.0O.B. BOS 

Tires.—Mansfield line, nell duty, 
straight side, ~ x 3% in., $8.85 each, 
list; 31 x 4 10.80; 32 x 4 in., 
$11.50; 33 x 4 = 12.10; 32 x 4 in., 
$15.55; 33 x 5 in., $21.15; 35 x in 
$22.70. Discount, 7% per cent. 

Tires. —Mansfield line, balloon, 27 x 
4.40-19, $7 each list; 29 x 4.40-21, 
.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 
0.20; 31 x 5.00- 2i, $10.65. Discount 
4 per cent. 


“1A wn 
Pres) 


Mo —Mansfield line, balloons, six- 
30 x 4.50-21, $11.05 ‘each list: 30 x 

5 Pye 20, $14.30; 30 x 5.50- 20, $16.05; 35 
x 6.00-23, $19. Discount, TM% per cent. 

Tubes.— Mansfield line, 12 to the 
carton, 27 x es 19, $15.60 per car- 
ton list; 30 x 4.50- 21, $18. Discount 
10 per cent. In less a. carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line? six to the 
earton, 30 x 4.75-21, $9. 90 per carton 
list; 31 x 5.00-21, $10.50: 30 x — 

° ° . x 


* 32 x 6.00-20, 
$13. 80: 33 x *% 50-21, $16.50. Discount 
10 per cent. In less than carton lots 
10c. per tube should be added to the 
cost. 

BEACH BALLS.—Numerous retail 

dealers located at or in close prox- 

imity to the Atlantic Coast are enjoy- 
ing a good beach ball business, and 
that fact was clearly reflected in job- 
bers’ sales the past week. 
JOBBERS’ ya gh FF td TO RE- 
TAILERS, F.O.B. BOST 
Rubber Balls.—Return, por with 
elastic, 40c. per doz. net: Junior base- 
ball, 75c.; White Star, No. 8172, 40c.; 
No.’ 8386. $1.50; No. 8775. $7: White 
Star_with stripe, 5 in., $3.20; 6 in. 
$4; 7 in., $7: 8 in., 88; Fancy Star, 
3% in., $2; 6 in., $5. 50; white educa- 

I 8480: $2; enameled. No. 

$135, 80c.; “No. 8400, $2; No. 8600. $4. 

Miller giant beach, No. 3858, 69 in. 

circumference, $12 per doz. net. 


CLOCKS.—Quite a demand for electric 
clocks has developed during the past 
month. Jobbers have a good stock, al- 
though it is rather limited as to va- 
riety. Quite a few retailers have 
placed their orders for fall goods. 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Pex is —Electric, Colonial, model 
$8.70 each net; ee model B, 
$17. 70; wall model, $13. 

Clocks. — Westclox ies, Big Ben, 
$2.29 each net, luminous, $3.16; Big 
Ben De Luxe, $2.64; luminous, $3.52: 
Baby Ben, $2. 29; luminous, $3.16; 
Baby Ben De Luxe, $2.64; luminous. 
$3.52. Sleepmeter, $1.40; luminous, 
$2.10. Blue Bird luminous, $1.76. 
America, $1.05; luminous, $1.58. Ben 
Hur, with base, $1.76; luminous, $2.46. 
If 2 doz. clocks of one design or as- 
sorted are purchased a discount of 
2% per cent is allowed. 

Waterbury Line.—Thrift, in case 
lots of 50, 72c. —-> clock; Trusty, 
silver alarm, 75c.; New Haven, $2.10; 
Tel Tale square, ‘$1.35; Boston, $2.75: 
competitive, 70c. Tom Tom, in case 
lots of 24, $2.10 each clock. 


DISPLAY TABLES.—Jobbers’ prices 
on display tables and similar store fix- 
tures have been revised, the change in 
some cases being upward and in others 
downward. Newly issued prices follow: 


JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.0O.B. BOSTON 
Screw cabinet, $5 each net; bolt 

and nut unit, $43; counter merchan- 
diser, $12.50; golf stick re gun rack, 
$1.90: wall brackets, 52%4c.; counter 
nail bin, 9 ft., $1.24, 6 ft., 86c.; nail 
box only, $2.65; glass for cutlery 
tables, $33.70 per set. 

FANS.—The recent hot sticky weather 

materially helped the movement of 

electric fans, according to both retail- 

ers and jobbers. As might be expected, 

retail orders are for spot shipment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Fans.—Electric Polar Junior, in lots 
of less than 12, 6 in. stationary, $2.45 
each net; new model, 6 in., $2.75; No. 
B61, 8 in., $2.80. Less than six, No. 
B62, 9 in., $3.70; No. B68, 10 in., $4.55. 
FLOATS.—With the beach season in 
full swing the demand for floats is com- 
ing ahead rapidly. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Floats.—Torpedo, large, No. 15, $10 
per doz. net; Junior, No. 14, $8. 
FLY SWATTERS.—Fly swatters and 
all other kinds of fly exterminators are 
in good demand, and as some retailers 
were caught short of goods jobbers 
have had to make good on short notice. 


JOBBERS’ eget ed A RE- 
TAILERS, F.O.B. BO 

Fly Swatters.—V a aes gen gross 
net; Orile, $7.50. 


GARDEN ACCESSORIES. — Jobbers 
have added to their stock rubber kneel- 
ing pads for use in working about the 
garden. They cost the retailer 50c. 
each. 


GOLF SETS (TOY).—A somewhat 
broader market for toy golf sets ex- 
ists. Many retailers did very well with 
these sets last year. 
JOBBERS’ QUOTATIONS, TO RE- 
TAILERS, F.O.B. BOS 
Golf Sets.—Toy, No. . "te chil- 
dren 5 to 8 years old, $8 per doz. 


net; No. 118, for children 9 to 14 
years old, $20; No. 331, $1.67 each net. 


Reading matter continued on page 128 


























HARDWARE 





AGE for JULy 4, 1929 









Protit— 


for your customers and for YOU— 
the inevitable result of handling 
RUBRISTO Brand Brushes. Backed 
by brush-making experience since 
1867, these brushes are the type that 
you can recommend honestly and 
conscientiously — the type that you 
know will build good-will and hold 


trade to you. 


Not “cheap” brushes, but the kind 
that the painter knows it will pay to 
buy and use, due to their “greater 
mileage.” The long, strong bristles 
stay put, since all RUBRISTO Brushes 
are properly set in Vulcanized Rubber. 
The black oval identifies them—the 
mark of a dependable brush with 
experienced painters. 
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Write for Our 
Dealer Proposition— 


and for our catalog. That is the first 
step toward satisfying yourself that 
the quality and dependability of 
RUBRISTO Brushes are such as to be 
a decided asset in building your own 
good reputation. Right brushes count 
—if you desire to build up your paint 
department! 



















€0~342 Madison Ave NewYork 
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— | Rakes.—Two bow, Hub steel, No. | bearing. 12 in., $5.40; 14 in., $5.80; 
HAMMOCKS.—Although orders are) , Bates ‘doz. net’ Teeth for same, | 16 in. $6.20; 18 in. $660, 
being taken by jobbers every day, sales | 1b. per doz. net. Rakes. —'Lawn, wooden, 3, bow, 
, Hub, $9 per doz. net; bow, 


steel, hand made, $10. Wood Booed 
on rake with 24 teeth, 24 grade, $6.60 
per doz. net. Bamboo, Lawncomb, $9 
per doz. net. Broom, No. 10, $2 per 
doz. net; No. 66, extra strong, $4. 


of hammocks, more especially the couch 

. P IRONING BOARDS.—Although there 
vhat d - 

styles, have been somewhat disappoint | maces to hee, ite ‘eamndliable the 


i this season. It is believed, how- Ob tea 
pti % nN ipapnge i number of ironing boards sold each 


, that busi ill b his | = 
re 0 pe aaa tii a week by jobbers. They say more boards 


n 
= 
® 
J 





month. : ; 
JOBBERS’ QUOTATIONS TO RE- have been sold this season than in 1928 | TENNIS BALLS.—There is a sustained 
TAILERS, F.0.B. BOSTON or 1927. | demand for tennis balls. The popular- 
Hammocks.—Couch styles, khaki JOBBERS’ QUOTATIONS had RE- j i i 
colored drill, $8 each net; drill with TAILERS, F.O.B. BOSTON ity of tennis as a sport is greater than 
adjustable back, $12.50; khaki duck, ironing Boards.—Standard, 4% ft., | ever before. 
adjustable back, box mattress, $13.50; padded, $24 per doz. net; Town Talk, | JOBBERS’ QUOTATIONS TO RE- 
striped duck, head rest, adjustable $30 | TAILERS, F.O.B. BOSTON 
back, box mattress, $18; striped duck, wii . 
Tennis Balls. — Wright & Ditson 


line, No. c, $4 per doz. net; No. CV, 


head rest, adjustable back, boxed LAWN ACCESSORIES.—The recent 


mattress, broad arm rest, $20; glider 


aS ee bem eins pong 3: hot weather checked the growth of $4.30. Pennsylvania red, $4.75. 
stab : i - 
striped drill, without head rest, sus- lawns, consequently there has been TOASTERS.—Landers, Frary & Clark 
$18. ee somewhat of a letdown in lawn mower | New Britain, Conn have rele on the 
. ,’ "> 

Ca anopy. .—No. K7, $6 each, Khaki, sales. There is, however, a tremendous | market here a new automatic toaster, 

No. K2, $4.35 demand for rubber hose and hose acces-| yy 9499 that costs the retailer $8.35 
® a f 


Stands. —No. 63A, $3 each net. 





siories, and rakes are moving well, al- | : : 
ae flees ach net, and retails at $12.50. It is 

HAYING TOOLS.—Farmers in some! though in small amounts on each indi- nr very well. $ 

parts of New England already have be- | vidual order. 


gun haying and jobbers are securing | ty rie se... = | WATCHES.—The cost of Mite wrist 
more frequent orders for haying tools. | Hose.—Rubber, garden, Commer- | Watches has been reduced quite a little. 
It is believed the hay crop this year | cial, % in., 6%c. per eS net; Lender, They now cost the retailer $3.67 each 
i & % in., 6%c.; % in., 7%4c.; Vigilant, . . 
will be a large one and that many hay ; 2 gto: dlympia, ‘K'in, Bigc., | net and retail at $5.50. Watch prices 
ing tools will be required to gather it.| Good Luck, % in., 10c.; Milo, % in., | otherwise remain as heretofore. 
JOBBERS’ QUOTATIONS TO RE- | 10%c.; Bull Dog, % in. Or JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON | in., $18.25 each net; 18 in., $19.50; TAILERS, F.O.B. BOSTO 
Scythes.—Grade 1, $17 per doz. net; 20 in., $20.75; roller bearers, 16 in., Watches.—Ingersoll line ott dials, 
bramble, $17.50; brush, $17.50. For $16.75; 18 in., $17.50; 20 in., $18.75. $1.02 each net; Eclipse, $1.67; Junior, 
factory shipments, deduct $1 per doz. Automatic style, 11-5, 16 in., $12, 18 $2.17; Midget, $2.17; Wrist, $2.33; 
from these prices. in., $13; 20 in., $14. Style 10-4, 14 with’ radiolite dials,’ Yankee, $1.50: 
Snathes.—Standard makes, ash, | in... §. 75; 16 in., ve 50; 18 in., ae Two in One, $1.67; Eclipse, $2.17; 
$14.50 per doz. net; brush, $16. | 20 $12. Style 9-4, 14 in., $9; } Midget, $2.50; Wrist, $2.67: Water- 
Stones,—Western red end, $1.10 per | in., "95. 50: 18 in., $10; 20 in., si. 50. | bury Chromium, plain dial, $3.33 each 
doz. net; Bena, $1.60; Star, $1.35; j ball bearing, 16 in, $14.25 18 in., net; radiolite dial, $4. New Haven 
round English,'12 in’, $3. Green $15.50; 20 in., $16.75; 14 in., $9.75; 16 | line. Tip a plain, $1 each net; 
Mountain, ant per gross; Black | in., $10.50; 18 in., $11.25; 20 in., $12; | radium, $1.4 ’ 
Diamond, $17. high wheel, 14 in., $9; 16 in., $9.50; | Wrist Watshes—Ingersoll, Plain 
Rifles.— No. 43 $1 per doz. net; 18 in., $10; 20 in., $10.50: special, | metal dial, $2.33 each net; Radiolite, 
Niagara, No. 188, $2.15; PNo. 190, $2.15; style 8-4, 14 in., $8.50; 16 in., $8.90; $2.67; Mite, $3.67; New Haven, plain 
No. 191, $2.54; No. 192, $2.54. 18 in., $9. 30; special, style 8-3 plain dial, $2.29; radium, $2.62. 





Long-Lewis Hardware Co. Opens Birmingham Plant 





N June 21 and 22, the Long-Lewis Hardware Co., used for selling and display. It is fitted with the latest 
wholesale and retail hardware distributor at 2002 type fixtures. House furnishings are displayed on a 
Second Ayenue, Bessemer, Ala., formally opened its spacious mezzanine. 


READS ONAN 





, new two-story building at Fifth Avenue and Ninth The second floor contains the toy sample room, where 

: Streets, Birmingham, Ala. the company will display one of the largest lines of toys, 

"i This new plant will be the headquarters of the com- dolls, etc., in the Southern States. 

pany’s business in northern Alabama, which is principally Jno. C. Perry is president of Long-Lewis Hardware 
wholesale. The building is 200 by 140 feet, of fireproof (Co,; Jno. T. Hagerty is vice-president; J. H. Crowe, 
construction and adjoins the A. B. & C. Railroad. second vice-president and manager and L. E. Bruns, 


On the corner is a salesroom, 60 by 100 ft., which is secretary and treasurer. 





Reading matter continued on page 130 
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This Spic and Span Store at Ottawa, Kansas, is a good example of modern hardware 
merchandising practice. Incidentally, they have several Duluth equipped stores. 


RENT — INSURANCE — LABOR 


If a jobber or manufacturer should come 
to your store and say, “Mr. Merchant, may I 
use your space, will you handle and insure 
the merchandise I send you?”—very prob- 
ably and quickly you would show this man 
the place the carpenter made for exit; and 
yet you are doing just that every day in the 
week, and every week in the year. You buy 
merchandise, put this merchandise in stock 
—which means rent—have men to handle it 
—which means labor—and, above all, insure 
this merchandise against fire or theft. 


Now, it is all right to buy, if you can dis- 
pose of your stock quickly—here is where 
turnover comes in. Rent, labor, and insur- 
ance will amount to little if you have this 
turnover. 


To get this turnover is not hard. It may 
require a little work, but, above all, it needs 
a way of telling the public about your wares, 
and this is what proper display will do for 
you. 


To fill a store with fixtures that may look 
nice is not “merchandising,” but to study the 
needs of every individual merchant and work 
out his problem accordingly is merchandising. 


The Prichard Company of Frostburg, Md., 
write us thus: “Our business has increased 
on an average of 45% during the last ten 
months. This is since we have had the dis- 
play equipment, and we feel the increase is 
entirely due to the Display Tables.” 


What display has done for the above firm 
it can do for you. 


WRITE FOR COMPLETE INFORMATION 


Don’t wait any longer to see what the chain store or mail order store will do to your business. 


Get the facts today. 
similarly to yours. 


Find out just what Duluth methods have done for other stores situated 
It may mean many dollars to you later. Ask for Booklet A79. 


DULUTH SHOW CASE CO., DULUTH, MINN. 


CHICAGO OFFICE 


NEW YORK OFFICE 
101 PARK AVE. 
































DULUIP =. 


STORE EQUIPMENT 
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The Lidseen New Pipe Bender 


Gustave Lidseen, Inc., 832-840 South 
Central Avenue, Chicago, has recently in- 
troduced a new pipe bending machine to 
the trade. 

The machine is known as the No. 4 
Chicago, and is an improved hydraulic pipe 
bender for bending or straightening con- 
duit, pipe, tubes, and bars. Uniform bend- 





YD VW 


ings are easily made, and safety is assured 
both the work and the operator. The ma- 
chine is perfectly controlled at either high 
or slow speed, and is simple in operation. 
By simply turning a release valve, the load 
is permitted to settle down at a smooth- 
ly controlled speed to any desired point. 

It will bend any wanted radius or off- 
set by a simple adjustment of the rollers. 
One man can exert up to 30 Ib. of hy- 
draulic power with ease. The machine 
is equipped with five bending shoes—2 in., 
2% in., 3 in., 3% in. and 4in. Less the equip- 
ment, which is very easy to detach, the 
total weight is but 310 lb. The price is 
said to be low enough to make it prac- 
tical to have one bender for every large 
bending job. 

The manufacturer will gladly furnish 
further particulars and prices. 


Tube and Flue Cleaning Brush 


The new Springclean flue and tube 
cleaning brush, manufactured by The Spe- 
cialty Mfg. Co., 10698 Berea Rd., Cleve- 
land, Ohio, is adaptable for many domes- 
tic uses. 

Instead of the ordinary wires or bristles 
set radially into the twisted wire handle, 
the head is composed of a number of 
eccentrically wound large spirals, of tem- 
pered high carbon steel, flat wire having 
square corners. The axes of the wire cir- 
cles thus formed are parallel to the 


twisted wire central support. Each spiral 
passes through this support and is firmly 
secured at that point, the remainder of the 
spiral being free to adapt itself to the 
shape of the tube to be cleaned. 


f 
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When the brush is inserted in a pipe or 
flue, the forward pressure causes the outer 
edges of the flat wires to tilt until their 
square edges press against the inner sur- 
face of the pipe with a powerful scraping 
action. The Springclean brush is made 
in two types. 


Two New Colt Revolvers 
Colt’s Patent Fire Arms Mfg. Co., Hart- 
ford, Conn., has placed before the trade 
two new revolvers, each having special 
features. 
The Bankers’ Special has been designed 
for bank employees, messengers, tellers and 





guards who desire a small-size firearm 
which has been tested for safety, accu- 
racy and reliability. This revolver is the 
company’s regular Police Positive revolver, 





in .38 caliber and fitted with a 2-in. barrel. 
The all-over length of this piece is 6% in. 
It has checked walnut stocks and carries 
six shots. 

The Detective Special is a short-barreled 
special police revolver of .38 caliber, espe- 
cially designed for plain-clothes men. This 
revolver can easily be carried in a side 
pocket. It weighs only 21 oz. and is 6% 
in. in length over-all. It has been tested 
for accuracy and is said to be remarkably 
good in target work. 








Bluebird Reel Display Stand 


A very attractive and novel display has 
just been introduced by the Patent Novelty 
Co., Fulton, Ill., featuring its Bluebird in- 
door clothes line reel. The stand contains 





four reels, one each of the prevailing popu- 
lar colors. 

This display stand permits the reels to 
be placed on the counters where custom- 
ers may give them minute inspection. 


Jumbo Fay Floor Machine 


The Fay Co., 11 East Thirty-first Street, 
New York, N. Y., is now manufacturing 
the Jumbo model of its electric floor ma- 
chine, equipped with spiral bevel gears and 
over-size ball bearings. 





This machine is constructed of high- 
grade, finely machined aluminum castings. 
A ¥Y%-hp. motor furnishes ample power. 
The entire weight of the machine—120 Ib. 
—rests on the attachment during operation. 

The floor machine has a specially de- 
signed handle, on which there is an oper- 
ating switch and cable arm, holding the 
electric cable when the machine is in use. 
The handle can be adjusted to suit the 
convenience of the operator. This adjust- 
ment also permits the lowering of the handle 
to a horizontal position, so that the ma- 
chine can be operated on tables, benches, 
etc. This device is adapted for scrubbing, 
polishing, sandpapering, scraping floors, 
and for grinding down marble and ter- 
razzo floors. Brushes, sandpaper disks and 
carborundum disks, etc., are furnished. 


Reading matter continued on page 132 
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Gas profits, competi- 
tion, overhead, turnover—topics on 
every tongue—answers on every side. 
Opportunities for progress, plans for 
bigger business—but “larger sales” 
was the topic of greatest interest. 





The significant note was the unant- 
mous feeling that the unit of sale 
could be increased more easily than 
the number of customers. 


Toys can be too cheap. Put the 
pressure on the higher priced num- 
bers. There’s as much margin in a 
single aeroplane sale as in marbles or 
jackknives for a whole army of boys. 
The man who pushes wheel goods is 
a real merchandiser. He is putting 
his efforts and influence where it 
pays best. 


Study the catalog of American 
National—manufacturing the most 
extensive line of wheel goods in the 
industry. Opportunity is written on 
every page. 


Wm. L. Diemer, Pres. 


By Invitation Member 




















THE WORLD’S LARGEST MANUFACTURERS of CHILDREN’S VEHICLES 


aa 
significant 
note 

at the 
convention 











The American | 4 ‘onal fompany 


Gd TOLEDP®, OHIO, U.S.A. 





FOUR FACTO 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a < 
contemporary puts it: \ 
have been copied, the rest will be.” 


“Some of them 











A lady walked into a department | 
store and-said: “I want something in 
oil for the dining-room.”’ 

Salesman—‘What will it be? A land- 
scape or a can of sardines?” 





Alonzo: “Why do girls kiss each | 
other, and men do not?” 

Gertrude: “Because girls have noth- 
ing better to kiss and men have.” 





Dad: “Son, how is it that you spend 
your allowance so fast?” 

Son: “Sir, I’m helping out these 
eskimos by buying their pies.” 





Rufus was proudly sporting a new 
shirt when a friend asked: “How many 
yards do it take to make a shirt like 
dat one, Rufus ?” 

“Well, suh,” replied Rufus, “Ah got 
two shirts like this out’n one yard last 
night.” 








He: “Are you from the Far North?” 

She: “No, why do you ask?” 

He: “You dance as if you had snow- 
shoes on.” 


Little Daughter—Daddy, see my new 
ruby! It’s my birthstone. What's your 
birthstone ? 

Dad—I’m not sure, my dear, but I 
think the grindstone. 





Father—My son, every time you are 
bad I get another gray hair. 

Son—Honest, dad? Gee, you must 
have been a corker. Look at grandpa! 





The street car was crowded, but our 
hero, tired after a hard day’s work, had 
succeeded in getting a seat, much to the 
annoyance of a militant looking Amazon 
who was forced to stand directly in front 
of-him. She vented her spite by de- 
positing from time to time, her entire 
weight on his foot. Finally, exasperated, 





the long suffering fellow spoke up. 





“Lady,” quoth he, “would you mind | 
getting off my foot?” Waspishly, the 
lady retorted: “Why don’t you put your 
foot where it belongs?” Which was the 
last straw! “Lady,” replied our hero, 
“don't tempt me!” 





Mr. Booker: “Which travels faster, 
heat or cold?” 

Mr. Dodd: “Heat, I think, because 
you can catch cold.” 





Tourist: “You've got a big farm here, 
but it’s all covered with rocks. I don’t 
see how you can make a living on it.” 

Farmer: “Wal, y’re goin’ t’see. I own 
all the mudhole rights on this detour.” 





And did you hear about the man who 
named his child “Montgomery Ward” 
because he was of the male order ? 





Napoleon said that there was no such 
word as “can’t.” I wonder what he 
would have said if he had tried to strike 
a match on a piece of soap. 





An egotist is a man who thinks as 
much of himself as you do of yourself. 


A medical examination had disclosed 
the fact that Sam Johnson had a floating 
kidney and he was quite worried over 
it. Meeting the pastor of the African 
Baptist Church on the street he asked 
for help. 

“Revern’,” he said, “De doctoh done 
tole me Ah got a floating kidney and 
Ah wish you would say some prayers 
fo’ me next Sunday.” 

“How come prayers fo’ a floating 
kidney ?” inquired the good pastor, “All 
mah congregation would bust right out 
laughing.” 

“Ah don’t see why,” insisted Sam. 
“Last Sunday you done prayed fo’ all 





the loose livers.” 


“Did you know that Paul Revere had 
the first radio station?” 

“No, how’s that?” 

“He broadcast on one plug.” 

“Thats nothing; Adam had the first 
loud speaker.” 

“How come?” 

“Eve—and it only cost him one bone.” 





Gold is frequently found in sand, says 
an expert, but all we ever find in sand is 
spinach. 





Dr. Durant sees the day when men 
will only do mental work. That means 
we are bound to have a lot of unem- 
ployment. 


Remember, the sun has a sinking spell 
every night but it rises again all right 
the next morning. 





Little Margie on her first visit to a 
farm was told to wander about the 
barn and search for eggs. Some time 
later the child returned almost in tears. 

“Couldn’t you find any eggs, deary?”’ 
asked her mother. 

“No,” replied Margie, wearily, “I 
think its mean, too, ’cause lots of hens 
were standing around doing nothing.” 





A grammar school boy handed in the 
following composition on “Cats”: 

“Cats that’s meant for little boys to 
maul and tease is called Maultease cats. 
Some cats is rekernized by how quiet 
their purs is and these is named Pursian 
cats. The cats what has very bad 
tempers is called Angorie cats. And 
cats with deep feelin’s is called Feline 
cats. I don’t like cats.” 





Mrs. Young (to golf apparel sales- 
man): “I’d like to look at some large 
handicaps, please; Bob said if he had 
had one last month he would have won 
the golf tournament.” 


Reading matter continued on page 135 
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According to the Service Required 





SAMSON SPOT CORD 





TRADE MARK REG. U.S. PAT. OFF. 


Made of fine plied yarn and guaranteed free from flaws. 
For use in the best class of work. Will last at least a genera- 
tion and is the most durable for any class of work. 


Made of yarn not quite as fine. A smooth firmly braided 
cord, very serviceable for ordinary work, and for many pur- 
poses “good enough”’. 


Je 0) 5 00), OO) OD. 


Made of coarser yarn but not Roving. A cord we are not 
ashamed to manufacture for use where first cost is the main 
eeserstetae-teles er 


“There IS a difference in Sash Cord” 


HESE brands, which have We also make Clothes Lines, 

along established manu- Small Lines and Braided Cot- 
facturer’s reputation behind ton Cord up to 1 inch diame- 
them, save you from com- ter for all purposes; also 
plaints and lost customers. Glazed Cotton Twines, 


Send for catalogues, samples and information to help sales 


SAMSON CORDAGE WORKS, 89 BROAD ST., BOSTON, MASS. 
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Simon Says - “After All 
it’s the EDGE,’’ 
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nd now ALLEGRO 


... the perfected razor blade sharpener 


For Every Popular 
Type of Blade 


* @¢ 


GILLETTE STYLE 
AUTO-STROP 
DURHAM-DUPLEX 
WADE-BUTCHER 


* @ 


ALLEGRO is provided with a 
hone and strop...a unique fea- 
ture in a safety razor blade 
sharpener. The automatic ac- 
tion of ALLEGRO brings all 
four sides, forming the cutting 
edge of the blade, into contact 
with the sharpening body at 
the “angle of shaving’. Thus, 
new life in blades without 
rounding them off. 


ALLEGRO is made of heavy 
nickelled metal and well finish- 
ed, The instrument is packed 
in an attractive maroon leather- 
ette case with the name en- 
graved in gold lettering. 


‘The ALLEGRO COMPANY 


170 THOMAS STREET 




















ROM Switzerland comes a safety razor blade sharpener that is 

as scientifically constructed and as precise as a fine Swiss watch. 
Twenty years of experimentation and continuous improvement 
. . - and now ALLEGRO comes to the men of America as un- 
questionably the finest product of its kind. 


Open operation. .. no gears... easy sliding friction. 
Simple to handle and as quick as a flash. 


Every blade gives an easier and smoother shave with ALLE- 
GRO. The super-automatic action which hones and strops at 
the “angle of shaving” keeps the edges of the blade new, crisp 
and keen without wearing the blade down. There’s years of de- 
pendable service and shaving comfort ahead of it. 


DEALERS — Convince Yourself First 


A better opportunity was never offered, because a safety 
razor blade sharpener has never before been perfected. A new 
avenue of sales and profits is now open to you. But before you 
make any decision on ALLEGRO, order one for your own per- 
sonal use. If you’re not entirely satisfied, we will gladly take it 
back. We want you to make the same Money Back guarantee to 
your own customers. Send $3.00 (price to retail dealers only) 
for sample order, and mention the blade you use. 


$ Retail Sale 
Price 
e 


Dealers will be supplied with 
colorful window displays, 
posters and advertising helps. 
Please mention this mag- 
azine in your letter. 





IN A FLASH 


NEWARK, N. J. 
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CUTLERY 








MERCHANDISING IDEAS «+ +; 


NEW ITEMS 








Darwin & Milner Announce 
Darwins, Ltd., Reorganization 


The American Division of Darwins, 
Ltd., a merger of several Sheffield, Eng- 
land, steel concerns, is Darwin & Milner, 
Inc., 1258 West Fourth Street, Cleveland, 


Ohio. From this source we learn that this 
English organization was recently re- 
organized. 


Directors of the new company contem- 
plate a very much larger manufacturing 
and selling program, extending outside of 
alloy tool steels and Darwin safety razor 
blades to kindred products. 

P. R. Kuehnrich, formerly the sole own- 
er of the parent concerns and well-known 
inventor of patented steels, is a director 
of the company, and has been engaged for 
a term of seven years to be general man- 
ager. He will be consultant-for life. 

Victor F. J. Tlach is president of 
Darwin & Milner, Inc. 


The W. H. Compton Shear Co. 
Will Add to Newark Plant 


The W. H. Compton Shear Co., of 
Newark, N. J., plans a large addition to 
its plant, enabling it to double the manu- 
facturing capacity. This organization was 
founded in 1898, and since that time has 
produced a variety of scissors and shears. 
The present factory is completely equipped 
with time and labor-saving devices to fa- 
cilitate increased production. The new 
addition will be adjacent to the present 
building. 

Max G. Hammerschlag is president of 
the organization; William Storsburg, vice- 
president. The supervisor of sales is 
Edward Amann, and secretary and treas- 
urer, Arthur L. Myers. 


S. R. Droescher Merges with 
Alexis Witte Cutlery Co. 


Two old-established cutlery manufactur- 
ing plants have recently merged. Alexis 
Witte Cutlery Co., 36 Erasmus Street, 
Brooklyn, N. Y., and S. R. Droescher, 79 
Warren Street, New York, N. Y., are 
now under one management, with all manu- 
facturing activities carried out in the 
Cranford, N. J., Droescher plant. 


Both concerns will retain their indi- 


vidual trade names, and all selling will be 








More Room Than Ever for 
Sale of Better Cutlery 


New York—I have just read 
your article in the May 9 issue of 
HarpwareE AcE, “Looking Facts 
Squarely in the Face.” 

I fully agree with you, regard- 
ing just what you have to say, and 
feel there is more room than ever 
before for better cutlery and tools 
in the retail hardware stores, if 
they will only stop trying to com- 
pete with the chain stores on low 
priced cutlery, and take care of 
a small portion of dissatisfied cus- 
tomers, who have purchased such 
merchandise and are now looking 
for better goods. 

(Signed) 

GEORGE WALTER Davis 











conducted from 79 Warren Street. 

The Witte company has been manufac- 
turing straight razors, razor handles, etc., 
while the Droescher organization has been 
devoted to producing a razor hone and 
other cutlery products. 


Kranish U. S. Distributor 
for Mitchell Razor Blade 


Kranish Brothers, Inc., 10 West Thirty- 
seventh Street, New York, N. Y., is the 
sole distributor in the United States for 
the Sheffield “Mitchell” safety razor blade, 
which is manufactured by R. S. Mitchell, 
Ltd., Sheffield, England. 

This blade is made of crucible razor 
blade steel and finely tempered. Each blade 
is carefully examined during all manufac- 
turing operations to insure sound, lasting 
qualities, says the distributor. 

The blade will fit the Gillette type razor 
and is packed in packages of five or ten. 
Each blade is individually packed in a 
glassine envelope. Display material is 
available. 








Cutlery Question Box—Page 140 








Keeping the Cutlery Department 
Profitably Active 


Cutlery is included among the lines car- 
ried in hardware stores that are particu- 
larly responsive to sales effort. It is a line 
that by its very appearance creates a de- 
side for ownership, and even a half-hearted 
effort to give it a fair show will reward 
the merchant with results. 

Are you giving your cutlery department 
a fair break? 

Are you avoiding division of selling 
effort? 

Do you keep a man who knows cutlery 
in charge of the department? 

Do you make regular use of dealers’ 
helps supplied by the manufacturers in 
windows and interior displays, and in your 
advertising ? 

Do you suggest related cutlery items 
when a customer makes a purchase of a 
paring knfe or some small item in the de- 
partment? 

Do you suggest other sizes of scissors 
when a woman buys one pair? 

Do you use the grinding department as 
a means of pushing cutlery sales by return- 
ing resharpened knives, scissors, razors, 
etc., in a special envelope bearing your 
name and pointing out that good cutlery 
can be bought there? 

These are but a few of the ways that 
the hardware merchant may make the cut- 
lery department more active. Try them— 
others have done so and found real results. 





Going Out After Cutlery Sales 


In every community there are sales possi- 
bilities for cutlery that may be undeveloped. 
For instance, restaurants, hotels, public 
markets, etc., use cutlery to a far greater 
extent than the average household does. 
Constant grinding soon creates a need for 
new knives, and there are hardware mer- 
chants who add a nice volume to their cut- 
lery sales by going out after this busi- 
ness. A man well versed in the merits 
of your line, armed with a neat sample 
case lined with some attractive plush to 
make the merchandise appear at its best, 
and carrying such items as hones, small 
grinders and the like will meet with a good 
deal of success. 

Many ways of approaching those who 
purchase these items will occur to you. 

One hardware dealer who follows this 
method of increasing his sales sold 4000 
pocket knives in six months. 
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Panel Display of Kitchen Cutlery 
Boosted Sales in Churchill Hardware Co. 


INDING wall panel display boards satisfactory 
for the display of many lines of hardware and 
~ kindred merchandise, Churchill Hardware Co., 
Galesburg, IIl., recently decided to apply the principles of 
this type of display to its kitchen cutlery stock. H. E. 
Griggs, manager of this retail store, found that sales of 
kitchen cutlery were not increasing. Instead there 
seemed to be a slackening in the volume and it was 
thought best to employ some new sales stimulator in 
order to secure the desired profits from the cutlery 
department. 

Realizing the many advantages of the display panels 
in the store, the company decided to display its kitchen 
cutlery on a panel. A quick inventory showed the num- 
ber of items to be represented. The next step was to 
procure the panel. A frame-work of light lumber was 
used to support strips of composition board which were 
covered with a light green cloth. It was decided to 
place the panels on top of a table, so that the upper 
sloping panel would be near the eye level and the 
lower sloping panel within easy reach of the hands. 
Behind the panels, space was provided for stock. Price 
tickets were used throughout. 

The ease with which the customer can make a selection 
and the time saved in completing the transaction further 





enhance the sales producing features of this type of dis- 
play. As many of the items affixed to the panel are of 
stainless steel, the possibility of rusting after handling is 
greatly reduced. 

It will also be noted that the handles of all the dis- 
played cutlery are turned toward the customer. This is 
an important point in designing all types of displays, 
but particularly important in showing fine tools and 
cutlery. The prospective customer is more inclined to 
inspect closely tools or cutlery with the handles toward 
him than in any other position. They seem to invite 
further interest. 

If the display is under glass or otherwise inaccessible 
to the prospect, the mere fact that the handles are toward 
him enables the prospective customer to mentally visual- 
ize the “feel” of the tool in question. 

In the Churchill store, this cutlery display occupies a 
prominent location about mid-way from the front of the 
store—near the cash register. This location insures the 
display being seen by all who walk through the store to 
the register after making a purchase. 

Manager Griggs states that the demand for the mer- 
chandise displayed on this panel showed a noticeable 
increase soon after the display was installed and that the 
increase has continued since that date. 


Reading matter continued on page 138 
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The Famous 


Gillette Barrel Display 


Increasing Dealers Sales 


100 to 500 per cent 


| Sd this display sell a barrel of 
Gillette Blades and other shav- 
ing items for you. It makes a 
‘whale’ of a window. Two 
miniature reproductions of the 
center card are included for 
counter display. 


Two extra Vacation Appeal 
Streamers have been added to 


this display. 





Display No. 52HA 


Brighter—Better—More Compelling Than Ever 


Retailers have written us that this display has increased sales from 100 
to 500 per cent. 


Gillette Blades are leaders and attract customers who purchase other 
merchandise from you. 


Feature GENUINE Gillette Blades and cash in on Gillette National 


Advertsing. 
Actual tests have proved it has 
increased Gillette Blade Sales from 
100% to 500% — and sold a 
lot of other merchandise for Retailers 


ORDER YOUR BARREL DISPLAY NOW! 


Ask for Display No. 52HA 


Gillette Safety Razor Co. Boston, Mass. 
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Recent Investigation Reveals Misunderstandings 
Due to Stainless Steel Quality Variations 


Editor’s Note:—The author of this letter is a 
competent executive in the cutlery industry. For 
personal reasons he does not wish his name pub- 
lished. He personally made the investigation 
mentioned in this letter. In view of his extensive 
and successful experience in manufacturing and 
distributing cutlery his viewpoints should be of 
interest to the hardware trade. 


66 RECENT tour among twenty or more cutlery 
Ane in the New England District which are 
using Stainless Steel revealed some very inter- 
esting conditions existing in the Stainless Cutlery Indus- 
try and disclosed some very general misunderstandings. 
“First of all, there is practical unanimity among the 
manufacturers to the effect that competition is too keen, 
sometimes unfair, and often ruinous. When the selling 
price of an article gets so low that there is no profit in it, 
the only alternative is to cheapen the product, and since 
Stainless Steels of different compositions sell at different 
prices, there is a tendency for the hard pressed manufac- 
turer to place on the market a product containing the 
cheaper Stainless materials not suitable for cutlery pur- 
poses. The immediate result is a dissatisfied customer. 
The ultimate and serious result is, that having been dis- 
appointed in an article from which he expected much 
because it was marked ‘Stainless Steel,” the customer 
becomes prejudiced against Stainless Steel and puts it 
down in his mind as one of those over-advertised mate- 
rials which do not meet the claims made for them. Con- 
sequently he will buy no more Stainless cutlery. This 
attitude is, of course, unfair to the Stainless Industry, 
and to the Cutlery Industry. 

“What is the remedy? Most important is the strict 
maintenance of quality by all manufacturers of cutlery. 
Next, a campaign of education. This campaign can be 
carried on by factory salesmen, by jobbers, and by retail 


dealers. A great deal of good can also be done by con- 
stant educative advertising in Trade and National 
Journals. 


“The patents owned by the American Stainless Steel 
Company cover wide ranges in chemical composition, and 
therefore in physical properties. Stainless Steel is con- 
sequently suitable for a great many widely differing 
purposes. 

“One grade, or composition, is suitable for cooking 
utensils, another for gun barrels, another for chemical 
equipment, another for cutlery, and so on indefinitely. 
It is all Stainless Steel because it is made under the 
Stainless Steel patents, but it is obviously futile to try to 
make good cutlery out of the same material that is used 
for nitric acid tanks. 

“Because Stainless Steel cutlery comes under the eye 
of the general buying public more frequently than other 
Stainless products, and because it has been nationally 
advertised, the average person has gotten the idea that 
Stainless Steel is exclusively a cutlery material and that 
every knife bearing the mark ‘Stainless’ or ‘Stainless 
Steel’ must necessarily be perfect in cutting quality as 
well as in corrosion resistance. 

“Of course, this is not true, the only thing that the 
‘Stainless Steel’ marking signifies is that the product so 
marked is made of material whose analysis comes within 
the wide scope of the Stainless Steel patents, and that it 
is, accordingly, highly resistant to corrosion. 

“The words ‘Stainless,’ or ‘Stainless Steel’ on a knife 
blade do not guarantee the cutting qualities of the knife, 
because they do not indicate anything about the grade of 
the material used, i.e., whether high Carbon or low Car- 
bon. Sometimes a cutler uses a cheap, low Carbon grade 
of Stainless Steel which is entirely unsuitable for cutlery 
purposes, and this accounts for most, if not all, of the 
dissatisfaction with Stainless knives. 

“Thé buyers of Stainless Steel cutlery should be made 
familiar with these essential facts regarding Stainless 
Steel and its uses, so that they will not become prejudiced 
against all Stainless Steel simply because some maker of 
a cheap Stainless knife may have used a cheap unsuitable 
vrade of Stainless Steel in his product.” 





selling and servicing of all cutlery lines. 
answer your queries. 
selling points will not be considered. 


care of HARDWARE AGE. 





The CUTLERY QUESTION BOX 


A new cutlery feature will be found on page 140 of this issue in the form of a question 
box. Turn now to that page and see if some of your problems have been answered in this 
first publishing of questions and answers pertaining to cutlery. 

All readers are invited to submit questions regarding the manufacturing, stocking, displaying, 
A committee of recognized cutlery experts will 


It is of course understood the questions affecting purely competitive 


Send in as many questions as you desire and address them to the Cutlery Question Box, 








Reading matter continued on page 140 
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HERE I AM! 
the Easy Hone 


500 or more shaves 
with each blade! 


The EASY HONE is the Only Safety Razor 
Sharpening device made that follows the 
method and principle of the blade manufac- 
turer. It has 4 fine solid Carborundum abra- 
sive wheels which HONE and STROP the 
blade in ONE operation to a keen, smooth 
cutting edge. 























Retail price $5.00 


Exclusive Territories for Distributors 


THE EASY HONE CO., Inc. 


16 West 22nd Street 
Dept. 7 New York City 


EASY HONE X-RAY VIEW 











Guaranteed for 3 Years 








Just a mere 
handful out 
of 23,800 items 


of J.A. HENCKELS 
TWIN BRAND CUTLERY 









LS 


TWIN od BRAND 


Solingen, Germany 






The largest variety of fine 
cutlery in the world 










Reg. U. S. Pat. Off. 








pip ab m9 
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Kauss-Cabinets that 


Are Sales Builders 


This attractive oak finished butcher 
knife cabinet furnished gratis with a 
minimum purchase of kitchen cutlery. 
Thousands of dealers have found that 
Clauss cabinets sell the product they 
contain because it is attractively dis- 
played and naturally appeals to the 
eye. They also reduce required stock, 
eliminate mistakes and, all in all, 
are the dealer’s assurance of bigger 
profits. 


A most complete line of knives is 
available to you at prices that afford 
you a “double-your-money” profit. 
Paring knives, grape fruit knives, 
pocket knives, table knives and table 
forks—in fact, a complete line of 
cutlery items are manufactured by 
us to give you a line of cutlery that 
will make real profits and get the 
repeat business. 

Write at once for prices. Don’t lose 
a single day. And remember the 
cabinet — your silent salesman — is 
free. 


The Clauss Shear Company 


Fremont, Ohio 


The 
CUTLERY 
QUESTION Box 


END in your questions on cutlery de- 
partment problems. A committee of 
experienced cutlery makers and merchan- 
disers will answer your questions impartially 
and in this way will endeavor to help you 
improve your cutlery sales and _ profits. 
' With the exception of questions concerning 
controversial selling points on _ specific 
brands or relative merits of sales plans of 
competing companies, all kinds of cutlery 
questions are most welcome.—The Editor. 

















1. (QQuestion—Please tell me if stainless steel cutlery 
will hold an edge? L. B., Ohio. 


This is the question most asked about stainless steel 
cutlery. It must be presumed that the user means: will 
it hold an edge as well as carbon steel cutlery if both are 
used for the same work and under the same conditions. 
A very high grade, properly tempered carbon steel knife 
will stay sharp longer than a high grade stainless knife, 
but there are only a comparatively few concerns making 
really high grade cutlery, while there is a great quantity 
of medium or low grade cutlery sold. A good stainless 
knife is much better than the low grade one of carbon 
steel. The best makes of stainless cutlery today are 
very good knives. True, they need to be sharpened a 
little more frequently and this is a slight disadvantage, 
but the great advantage of being stain-proof more than 
compensates for it. 


2. Question—Can carbon steel knife blades be made 
stainless by any special process? H. M. V., Indiana. 


Yes, they can be chrome plated. This is a recent 
development. However, unless a good job is done, cor- 
rosion can take place under poor spots in the plating 
just as rust sometimes develops on galvanized ware not 
properly coated. The chrome plating is a little cheaper 
than all stainless steel but a plated knife, if sharpened 
after plated, will stain and rust on the cutlery edge 
because the plating must be ground off to produce the 
edge. 


3. Question—What is your recommendation, as to the 
best way to display kitchen cutlery in a hardware 
store? B. W., New York City. 


This is a large subject depending on the size, shape 
and general lay-out of the store. The best lines of 
cutlery today are packed in attractive display boxes. 
some manufacturers supply display fixtures that have 


























proven good. In the average store, the display should 
be in a prominent place near the front. Kitchen cutlery 
should be so arranged as to attract attention and placed 
where customers can handle it readily. We suggest a 
table with display boxes arranged attractively on it and 
a goodly quantity of them, all the table will hold without 
crowding. Also a good sign in a sign holder or fastened 
in a conspicuous place above the table but on the average 
manufacturers have very attractive 


eye level. Some 


signs for the purpose. 


4. Question—We have the only real hardware store in 
our city of 30,000. people. There is one department 


store with a small cutlery department. Our cutlery busi- 


ness isn’t as good as we believe it should be. What 
would you suggest to improve our cutlery sales? 


J. K. A., Mass. 


Is the public “Cutlery Conscious” in your city? Make 
frequent and substantial displays in your windows and 
inside the store at the same time. Devote some of your 
newspaper space to Cutlery. Stir the people up to 
realize that a good kitchen equipment of real cutlery is 
a joy and a pleasure to use. Every family uses cutlery 
and if your sales are small, it means cutlery equipment 
in the average home is small, old and probably pretty 
well worn out so, naturally, not very satisfactory. Stir 
up your customers to think of Cutlery, better Cutlery 
and more Cutlery. You will get results. 


Granite State Style B Lawn Mower 


A new open spoke, high wheel, ball bearing lawn mower has 
been placed before the trade by Granite State Mowing Machine 
Co., Hinsdale, N. H. 

The Granite State Style B is strong and substantial. It is a 
light and easy running machine, designed for a wide range of 
work. The wheels are 10 in. in diameter and the 5%4-in. cylinder 
has four knives. There is a heavy beveled stationary knife, ad- 





justable to and from cylinder by new style heavy square-head 
screws, which do not break off when rusted, says the manufac- 
turer. 

The ball bearings are of the adjusting type and designed to 
wear indefinitely. Automatic oilers and large oil reservoirs, 
a molded handle and attractive decorations add to the appearance 
Made in five sizes. 


and usefulness of the machine. 





"Sadaewean Hee for Tank as 10my 
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The 
Fastest 
Seller 
of 


All 


Home 
Grinders 


PIKE HANDY ANDY 


The present demand is for a practical tool 
grinder for home use at a low price. 


The Pike Handy Andy Grinder meets this 
It is built 


demand and outsells all others. 


by Pike in Pike’s own plant. 


The grinding wheel is a wonderful cutter 
—a product of the electric furnace—cool 
cutting and very rapid. The gears are 
machine-cut helical gears, so accurate they 


The finish 


is a genuine auto body enamel—very at- 


run with clock-like smoothness. 


tractive. 


This grinder enables the housewife to keep 
her carving knives, bread knives, slicers, 
paring knives, etc., sharp and ready for use 
at all times. Made in 4 sizes to meet every 


purpose. 


If your Jobber cannot supply you—let us 


know and we will refer you to our nearest 


Jobber. 





Pike Manufacturing Co. 


PIKE Pike, New Hampshire, U. S. A. 














iy 
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gMURPHy. 






i 
(MADE SHARP AND STAY SHARB 


SHIRT CUTTERS’ and PATTERN MAKERS’ 
HANDLES and BLADES 


Blades are specially processed 
Jessup steel. Hand honed edges 
hold their edge indefinitely, and 
cut thru many thicknesses, true 
as a die. The handles are R. 
MURPHY made; fit the hand; 
none better. 


Display and suggest them to your 
trade. There is a come-back for 
more, to your profit:—for the 
name R. MURPHY on a knife 
blade guarantees lasting quality 
—lifetime satisfaction to your 
customers. 
A wide variety of sizes, etc. 


smewe”’ Sharp, Curved, Lance 
nd Round Blades. 


No. 1 mandie for Nos. 0 and 1 gem 

full length of handle .......... 4% in. 

No. 2 Handle for No. 2 — = 

ge Beery ree 4% i 
Shirt Cutters’ and Pattern 

Makers’ Blades 
No. i Blade, % in. wide, 8 in. long 
No. 2 Blade, % in. wide, 9 in. long 


Prices, Catalog, etc., on request 
ROBT. MURPHY’S SONS CO. 
AYER, MASS. 


Also makers of 
Sloyd, Oyster, Rubber, Roofing, 
Pruning Knives, etc. 





No. 0 Extension Handle 
Bevel Extension Blade 


EDLUND = 




















Quality 


CAN OPENERS 


Universally Approved 


THE EDLUND JUNIOR, 
shown above, is a household 
size of unqualified excel- 
lence. A precision product, 
it is attractively made to 
meet the present demand 
for colors. Complete line 
includes a type for every 
condition of service. 


Larger styles 


Watch for announcement 
of new product soon. 


Write 











Jcrmie’ EDLUND CO. 


BURLINGTON, VERMONT 

















Modern Cutlery Displays Used 
by A. M. Griffen Co. 


Carvers and table cutlery are featured in this new 
cutlery table made by W. C. Heller & Co., Montpelier, 
Ohio, and successfully used by A. M. Griffen Co., Plain- 





field, N. J. Note the trays which may be individually re- 
moved so that a customer may more closely inspect any 
particular group. 





Razors, blades, shaving accessories, hair clippers, and 
pocket cutlery as displayed by A. M. Griffen Co., Plain- 
field, N. J., on a Heller table. These trays are also re- 
movable at will and permit in the case of the pocket 
knives an opportunity to group items in price assort- 
ments. 


The Executive Mind 


(Continued from page 93) 


ganizing these chains realize how much executive ability 
it will take to make a success of these chains. Plans 
are all right, but I have always thought it was rather 
easy to make plans. The really hard part of any enter- 
prise is carrying out the plans efficiently and to a suc- 
cessful conclusion. It is in the execution of the plan 
that we have our troubles, our heartbreaks, our dis- 
appointments and our losses. 

The executive mind is a state of mind that is the re- 
sult of evolution. If an executive has had years of 
careful training in all of the departments of a certain 
business, so much the better for that business, but years 
of training alone, without the evolution of the mind of 
an executive, produce nothing more than a good depart- 
ment manager. That is why some men who work hard 
and faithfully are so disappointed in their jobs, while 
other men who do not seem to work nearly as hard 
seem to have the peculiar knack of making money and 


putting things over. 
IT’S ALL IN THE STATE OF MIND. 


Reading matter continued on page 144 
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THE “BIG PROFIT” numer 


Jobbers have multi- 
plied their 1928 sales 
in scissors and shears 
with this modern as- 
sortment of “IVORY- 
TONE” shears in its 
novel display cabi- 
net. Note retail offer. 


SPECIAL CARBONIZED 
CUTTING BLADES 


{OL AL FOR YOUR Nome? 





THE POPULAR 


50c 


SELLER 


This original and prac 
SHEARS tical cabinet grips each 
Shear securely until re 
leased by the purchaser. 
Ships perfectly. No. 7340 
Assortment contains 1 dozen famous Oval brand “Ivory- 
ee (4 ea. pink, white, blue) shears, 6”, 7”, 
sizes. 


pap RETAILERS can place an original order for 
=. CABINET to be billed through their 
obber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR ©. 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 





Cabinet Assortment No. 7340 


Genuine Sheffield Steel 
Made in England 











“Mitchell” 
- QUARANTEED 
SHEFFIELD ENGLAND. 





ery 





BIGGER PROFITS 
and More Shaves 


Dealers, here is the razor blade you have 
been waiting for. Made of famous Shef- 
field Steel, imported from England. Gives 
an almost unbelievable number of shaves. 
Stock and push this blade. It will make 
friends, sales and profits for you. Order 
from your jobber. If he doesn’t have the 
MITCHELL—write to us. 
Manufactured by R. S. Mitchell, 
SHEFFIELD, ENGLAND 


KRANISH BROTHERS, Inc. 
Sole U. S. A. Representatives 


10 WEST 37th STREET NEW YORK, N. Y. 

















The Gem Sells Itself 


With This Display 


on Your Counter 


Neeaunssaass a — 
—— —afntin eee 








HE — customer 

who comes in 
to purchase other 
things pauses’ to 
buy a Gem or Gem, 
Jr. The Gem dis- 
play means extra 
sales. 


All customers like 
these handy nail- 
clippers because 
they trim nails and 
hang-nails perfectly, 
and work easily 
with either hand. 





The only nationally advertised nail clippers. Copy ap- 
pears regularly in The Saturday Evening Post, Collier’s, 
and Judge. 
Transparent Du Pont “Cellophane” 
Gem Jr. protects them from rust, dust and 
35e. tarnish. 
The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 
day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 











The Year Around Tool 









THE 
CHENEY 
GRINDER 





A rugged grinder which is well adapted for the 
hard usage which the farm and repair shops de- 
mand. Also useful for the smaller jobs because 
of its compact design. 


























Model shown is Type 6-B 


Catalogue and prices sent on request 


S. CHENEY & SON 


MANLIUS, N. Y. 
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Never-Stain 


Paring Knives 








No. 83—3-inch blade of Sterling quality Stain- 
less Steel, swaged and etched. Shaped handles in 
cocobolo and ebony. Brass rivets and burrs. 


= ——> 





No. 74—3-inch blade of Sterling quality Stain- 
less Steel, etched. Shaped handles in cocobolo an 
ebony. Brass rivets. 





No. 2889—3-inch blade of Sterling quality 
Stainless Steel, etched. Flat rubberoid handles, 
riveted. Nickel plated ferrules. 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 

















Curiosity 


Creates Customers 


GOOD window display is the 

best cutlery salesman you can 

engage. No man can resist 
the glitter of a well-arranged knife 
assortment; it stops him every time. 
Once his interest is aroused it’s an 
easy step to a profitable sale; profit- 
able not only in the gain from that 
one sale, but in the building up of 
good-will for continued business. 


The merest novice of a window- 
trimmer can qualify with the best 
by taking advantage of the display 
ideas in Hardware Age. 























Duncan & Goodell Co. Credit 
Display for Third of Cutlery 


Sales Volume 


During 1928 approximately $48,000 worth of cutlery 
was sold by Duncan & Goodell Co., Worcester, Mass. 
Of this amount, at least 30 per cent was credited to con- 
sistent window display of the cutlery stock. 

For many years this firm has enjoyed a good cutlery 
business and relies on display to stimulate sales and 
provide a quick turnover. 

Frank Deisel, manager of the company’s cutlery de- 
partment, states that during a recent display of pocket 
knives, sales increased on these items 25 per cent. When 
removed from the windows—the sales volume returned 
to normal. A good example of the value of display. 


Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, Atlantic City, N. J., Oct. 21, 22, 23, 24, 
1929. Hotel headquarters, Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Avé., New 
York City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 


Missourt RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 


NATIONAL HARDWARE ASSOCIATION OF THE UNITED 
States Convention, Atlantic City, N. J., Oct. 21, 22, 
23, 24, 1929. Hotel headquarters, Marlborough-Blen- 
heim. George A. Fernley, secretary-treasurer, 505 Arch 
St. Philadelphia, Pa. 


Tuirp ANNUAL NATIONAL House FURNISHING Ex- 
HIBIT, Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, 
Palmer House. Warren Edwards, secretary, 105 West 
Adams St., Chicago, IIl. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE 
New ENGLAND HARDWARE DEALERS ASSOCIATION, Me- 
chanics Building, Boston, Mass., Feb. 20, 21, 22, 1930. 
Headquarters, Hotel Statler. George A. Fiel, secretary, 
80 Federal St. 9, Boston, Mass. 

South Dakota Retatt HaArDWARE ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis, 
Minn. 

TExAS HARDWARE JOBBERS ASSOCIATION CONVEN- 
TION, Galveston, July 12, 13, 1929. Headquarters, 
Buccaneer Hotel. LeRoy B. Everett, secretary-treas- 
urer, Post Office Box 117, Houston. 
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Dealers Who Learn How Steel Is 
Used Will Increase Satisfied 


Cutlery Customers 


Every retail dealer selling cutlery should learn how to 
properly “steel a knife.” It is not difficult to learn and 
the benefits derived from the knowledge make up for 
the time spent in learning. 

Go to your butcher and ask or watch how he “‘steels a 
knife.” If not busy, he will gladly show you the easiest 
method. Skill will come with practice. Many house- 
hold and butcher steels can be sold through a demon- 
stration. 

Sell the customer a good knife, show how it can be 
kept in good condition and gain a friend of good cutlery. 


Sell Vacationists Popular Priced 
Watches for Outdoor Use 


During vacation days few men want to carry a high 
grade expensive watch when they are tramping, camping 
or doing unusual exercise. They prefer an inexpensive 
watch—one that keeps good time, but not as sensitive to 
jarring or temperature changes as may be their time- 
pieces. 

Many dealers carry one or two lines of popular price 

watches. “Show these prorhinently during the summer 
months—suggest their advantageous use during vaca- 
tions and outings. 


Remington’s Bakelite Handle Paring Knives 


The Cutlery Division of the Remington Arms Co., 25 Broad- 
way, New York City, has announced the addition of a new 
assortment of bakelite handle paring knives to its extensive 
line of Kleanblade household knives. 

The paring knives are made in three different blade styles— 





the assortment consisting of twelve knives—four of each style. 
The blades are given what is termed a mirror finish, and being 
stainless steel they will always remain clean and bright, says the 
manufacturer. The handles are of molded bakelite. From a 
sanitary standpoint this is a valuable feature of these knives, 
as there are no seams in which dirt and germs can collect. 


These handles are also very durable and designed not to crack 
or split, even in boiling water. 
All of the Kleanblade household knives and slicers produced 





If you’ve 


Use ina never used 

Gillette pace tre 
type 

Holder ‘<n 


- 











Radium Blades hold their own 


against all “Comers” in the Blade field 
Radium Blades have been sold 5 years. 
Sales have increased each year, and 
no dealer has permanently given up 
these Blades. No blade has ever been 
able to oust Radium Blades from 
leadership in high quality and length 
of service and satisfaction to dealer 
and user. 


Radium Blades are Made by the Radium Cutlers 


OTTO ROTH, INC., Newark, N. J. 


Distributed by Wiebusch & Hilger 








New York 


/) 














may now be had with bakelite handles. 


by Remington, 








CHRADE AFETY 
Pash Button knife 


” ~ No Breakingof 
7" nails 


Push the button and the blade opens auto- 


matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


race FVERLASTINGLY SHARP m 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 
Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 
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Made of 
Heavy 
Wrought 
Brass 









The 

Best Seller 
for 

Over 30 Years 


Disinena 


NOZZLE 
The SHERMAN Diamond is the most 


practical and durable hose nozzle ever 
made. 





. It is constructed entirely of Heavy 
Wrought Brass—free from flaws and 
sand holes and is absolutely water tight. 
It throws more water farther and the 
spray point is always accurately centered 
resulting in an even spray. 


Your customers can run over a DIA- 
MOND Nozzle with a lawn mower, or 
drop it without bending, bruising or 
damaging it in any way. 


We tag every Nozzle and authorize every 
Dealer to sell the SHERMAN under 
our unqualified guarantee of good work- 
manship and material. 


Put Up in Attractive Display Cartons 


34” Size 






Only Each 
One 
D Nozzle 
ozen 
4 Wrapped 
in bs 
in 
| Each i 
i Tarnish 
Counter 
Proof 
Carton 
Paper 


: Sold Through Jobbers 


| H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 














Washington News Letter 


Requests for increased hardware tariffs 
renewed—Country’s cooperative move- 
ment in business is strikingly shown— 
Apartment house construction gains 


By L. W. MorFetTt 


(Washington bureau of HARDWARE AGE) 


- for increased tariff duties on hardware 
items were renewed before the metal schedule sub- 
committee of the Senate Committee on Finance. The 
requests made before the House Committee on Ways and 
Means largely failed for their purpose. It is the hope of 
the domestic producers that they will meet with better success 
at the hands of the Senate. To say that they will would be 
purely speculative. The tariff situation is a jumble. There 
are cross currents without number and some of them are 
of sufficient force to be quite threatening as to the probability 
of tariff adjustment at the special session, which, in the 
Senate, will again meet on Aug. 19 when the Finance Com- 
mittee hopes to have completed hearings now under way and 
to have a bill prepared together with an accompanying re- 
port. 

One of the obstacles is the rebellion which socalled Pro- 
gressive Republicans have started, or are making a gesture 
at starting. Together with Democrats they have prepared 
for an onslaught on the tariff bill when it comes to the floor 
and pretend that they at least will tear it to pieces. Perhaps 
for political purposes chiefly they contend that the tariff 
should be confined to agricultural and related products, as 
required by the amendment of Senator Borah, or to these 
products and only such industries as have recently suffered 
depression, as required by the amendment of Senator Jones 
of Washington, who claims it reflects views expressed by 
President Hoover in his inaugural address. The latter 
amendment unquestionably has much sentiment back of it. 
There is indeed a question as to whether the White House is 
pleased with the revision made in the House bill. There are 
those who maintain that it is not in line with the request of 
the president for “limited” revision or for changes only in 
behalf of agriculture and those industries which had suf- 
fered depression in recent years. 

But whatever success hardware makers may have, it is 
certain that if the regular Republicans have their way duties 
will not be decreased. It is traditional for the Senate to 
greatly change the House bill and it appears as though the 
tradition is going to continue to run true to form. However, 
if the Progressive Republican and Democrat coalition actually 
go to the mat the regular Republicans will have a struggle on 
their hands. There are those who think that there are some 
among the Progressive element who at the last moment will 
change their minds, particularly if there is a dissenting nod 
from the White House. It is evident, however, that they will 
make political play out of the situation. Yet tariff legislation 
without political play would be Hamlet without Hamlet, or 
pie without cheese. 

Senator Reed of Pennsylvania is chairman of the metal 
subcommittee and is unusually well informed as to the iron 
and steel industry, knowing much of its technical as well as 
commercial side, a fact which he demonstrated most markedly 
when he appeared as one of the counsel for the United States 
Steel Corporation in its fight against dissolution, which the 
Government sought but failed to bring about. Senator Reed 
being from Pittsburgh has almost grown up with the in- 
dustry and is sympathetic toward it, yet he is a man of re- 
markably independent mind and will unquestionably follow 


























his own dictates in working on revision of the metal schedule. 
But he already has given assurance that duties on finished 
iron and steel products will not be decreased if he has his way. 
He made this significant statement when John A. Topping, 
chairman of the Republic Iron & Steel Co., testified in the 
capacity of vice-president of the American Iron and Steel 
Institute. 


The growth of the cooperative movement in American 
business is strikingly shown by a comparison of the latest 
compilation of this country’s commercial and industrial or- 
ganizations just issued by the Department of Commerce with 
some of the earlier editions. The present compilation con- 
tains the names of more than 13,000 organizations, including 
2000 national associations, about the same number of State 
bodies, and more than 9100 local organizations. When the 
first annual of this kind was issued in 1912 the total number 
of listings was only 3200 of which 350 were organizations 
national in scope; in 1919 the national organizations had in- 
creased to 754 while in 1923 they numbered about 1500. The 
total number of organizations listed in 1926, the edition pre- 
ceding the present compilation, was approximately 9000 or 
about 55 per cent of the number shown in this year’s edition. 

Production, manufacturing, banking, credit, retail and 
wholesale distribution—in fact, practically every branch of 
economic activity is represented by one or more cooperative 
associations. The membership shown ranges from as low 
as three to as high as 109,000. 

The widespread cooperative effort among American busi- 
ness interests is disclosed by an examination of some of the 
organizations listed. These range from the American 
Bankers’ Association with a membership of 21,000 to the 
National Pickle Packers’ Association with 125; and from 
the National Association of Credit Men with 28,000 to the 
Minced Razor Clam Packers’ Association with eight. Ac- 
cording to the annual the American Bicycle Manufacturers’ 
Association has a present membership of six ; the United Pet- 
ticoat league has 20, while the American Baby Chick Asso- 
ciation reports 400 on its membership roll. 

Never before in the country’s history, a foreword to the 
compilation declares, has there been such a general willing- 
ness on the part of individuals and private organizations to 
unite in working for the constructive upbuilding of com- 
merce and industry through greater efficiency of each group 
of related interests. The exchange of ideas and knowledge 
among competitors which would have been considered com- 
mercial suicide at the beginning of the present century is 
now considered mutually beneficial and constructive, a dis- 
tinct contribution to higher business ethics. 


Figures of the Bureau of Labor Statistics, Department of 
Labor, show that of the building permits in 257 cities last 
year, 53.7 per cent of the new homes provided were apart- 
ment houses, 35.2 per cent one-family dwellings, and 11.1 
per cent two-family dwellings. This is the first year since 
the Bureau has been compiling these data that more families 
were provided for in new apartment houses than in one- 
family and two-family houses combined. In 1921, only 24.4 
per cent of families in the same cities were housed in apart- 
ments, 58.3 per cent in one-family dwellings and 17.3 per 
cent in two-family dwellings. In the 14 cities of the United 
States having a population of 500,000 or more, 67.2 per cent 
of the families provided for in 1928 were housed in apart- 
ments. There was a wide variation among cities, over 80 
per cent of the new housing units in Chicago and New York 
being in apartments, while in Baltimore one-family dwellings 
represented 86.4 per cent of the dwelling units for which 
permits were issued in 1928. 
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—proving 





the statement: 


“As Strong 
As an Ox” 


, An ox could sit in a TUCK- 
Folds Flat ER’WAY and with ease. We 


couldn’t find an ox, so photographed 
these seven heavy anvils, weighing 
720 pounds. Is this not sufficient 
proof, therefore, as to STRENGTH? 












































The All-Wood The Folding 
Folding Chair Chair in 
Colors 
Even the 
“Heavy- 
: weight” 
The = Anvils will Feel at 
Weigh Ease—and sit 
720 Pounds in Ease! 


The TUCKER’WAY is built for the heaviest of 
persons—it’ll hold ’em, and comfortably too, for 
these all-wood folding chairs have an exceptionally 
wide seat and back. One could stand on any slat; 
the chair won’t tilt; you can treat it rough—it’ll 
stand hard knocks; you can leave it out in the 
rain—it won’t warp or turn white. It’s a “hard- 
boiled” chair that will stand abuse and give years 
of service. Won’t even complain by rattling. 


The Ideal Assembly Chair! 


Well Built Won't Tilt 





These chairs are easy to open and easy to close (with the 
foot) and EASE-y to sit in. There are no metal stampings 
to get loose or come off; no nails on seat; ‘“‘no metal to 
touch you”—to catch the dress nor pinch the seat or fingers. 
Made of beech—uniform in color—nailed and glued—water- 
proof varnished. And they stack as easily as pancakes. Sold 
singly or in sections; in natural finish 
and a variety of colors: red, blue, green, 
and orange; and black or walnut on 
special order. Regular or Juvenile 
sizes. 


Send for Sample 
and Quantity Prices 


Get a sample and throw it 
around—it’s built to stand the 
gaff. No free samples. May be 
returned after inspection, or kept 
as part of order. Use the cou- 
pon. Secure prices on quantities. 





Warehouse stocks at Phila- 

delphia, Oklahoma City, 

Minneapolis, Kansas_ City, 

Houston, Dallas, Atlanta, 

Chicago, New Orleans, New 

York, —— San Fran- 
cisco 


TUCKER 
Duck & Rubber Co. 


Fort Smith Arkansas 





























No. 220 


GRIFFIN Hinges are 
the choice of exacting 
builders because they 
combine every desired 
attribute of sturdy 
quality, precise un- 
iformity and superior 
ee eee ee a ae 


ORIFFIN 


| Manufacturing Co __ 


ERIE, PENNSYLVANIA 
“ Branch Offices 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 


peatee. 7 Sotiepene 
San Francisco, 703 Market St. 









Too Many New Accounts 


MAN who runs a small new hardware store in a 

country town said proudly last week that he had 
done a business of $274—the largest single week in his 
history. He thought he could do more business if he 
were able to make more calls on summer cottagers 
nearby. He would have more time for that if he didn’t 
have to see so many salesmen. 

On being questioned further, he said that including 
salesmen from wholesalers and specialty men, fourteen 
men had called on him during the week. Fourteen men 
made a long trip from the nearest city, using up tires, 
gasoline, shoe leather and time—all to divide a gross 
business of $274. 

The new hardware man can’t invest in more stock 
than he sells, unless he is to go broke. Everybody is 
after the new store to stock his merchandise just because 
it is another account. ‘Get more new outlets,” says the 
sales manager—fourteen men battle for the $274 gross 
and the hardware man says he could grow bigger if 
they would give him more time to sell. 

It is the old story of going after volume, or numbers 
of customers, instead of profits. If the salesman can’t 
produce profits, he is a liability. Some form of extra 
compensation for the production of profits and less em- 
phasis on the new account seems logical to suggest. 

If the new storekeeper has selected the wrong goods 
to start business with, he won’t last long anyway. Isn’t 
it more logical to let him start selling what merchandise 
he has, before every salesman descends on him with time- 
consuming arguments about his own brands of mer- 
After all, the small new man is not the best 
credit risk. He is seldom profitable. He may need help 
and missionary men, but he could get along without 
fourteen men who try to sell him just their merchandise. 
—Printers’ Ink Weekly. 


chandise ? 


Instalment Buying Lessens Credit Risks 


HE habit of instalment buying, thinks J. H. Edger- 
ton, former president of the Associated Retail 
Credit Men of New York and present vice-president of 
the National Retail Credit Men’s Association, has less- 
ened rather than increased the credit risks stores take 
with customers. The man who purchases an automo- 
bile or radio on instalments becomes “credit conscious” 
and guards his credit standing in any dealing whether 
large or small, he believes. 

“The granting of credit is becoming a more important 
merchandising factor every day,’ Mr. Edgerton con- 
cluded. ‘This is true because the public has never ac- 
quired the habit of carrying money around for the pur- 
pose of making purchases.” 

“Charge-account customers are an asset to any estab- 
lishment and will be found to be among the most loyal 
and depndable of the store’s clientele. Any small store- 
keeper planning a credit or charge account policy for his 
store should prepare himself for the innovation by taking 
a course in credit work. This can be done in a compara- 
tively short time and will give him the background and 
knowledge with which to approach the subject intelli- 
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‘gently. It will enable him to guard against the pitfalls 
of indiscriminate credit granting and at the same time 
keep his overhead, bad accounts and other expenses down 
to the minimum figure.” 

A well-regulated credit department, in the opinion of 
Mr. Edgerton, should keep its expenses between one-half 
of 1 per cent and 3 per cent of the volume of business ai 
done. Where careful examination has been made before 
credit is granted and where the charge-account depart- R 


ment is run efficiently a store can afford to do as much as age Sec ee 


75 per cent of its business in charge accounts. The av- GOOD:H HAMMER 


erage maintained by most stores, however, is constructed 
on a basis of 60 per cent credit and 40 per cent cash, he 








said. 
A Sun Dial and a Turtle Flower Holder x ; Can't 
Two hardware novelties for garden and home are available é 
to the trade from the Arcade Mfg. Co., Freeport, III. —— Break 
A most attractive sun dial, made of solid brass with Roman fo} @ 
numeral letters, is now being produced by the company. If Loosen 


mounted securely to a level block or stump, it will give accu- 
rate time reading. Eight in. in diameter and 434 in. high. 


Will Rip or Pull 
Anything Within 
the Strength of 
the User 


—because Head 
and Handle are 
forged in one piece 
from the highest 
grade tool steel. 


GUARANTEED 
UNBREAK ABLE 


Thin Neck and 
Heilow Leather 
Grip give Perfect 
Balance, Strength 
and Comfort in all 
weather. The most 
useful all-around ‘ 
hammer made.  -—_ 


Estw ING* 


if 


Cc Sse XG ——_ 
os =>, ‘ 
Rockford, ot Illinois 


‘Only Ripping Hammer 
Strong Enoug 











The Turtle Flower Holder is made especially for large-stem A Business-Getting Line 
flowers. It is particularly realistic when used in a bow! filled Estwing Unbreakable Tools include a 
with water. Made of cast iron and finished with udylite to pre- complete line appealing to Mechanics, 
e ‘ ton ee eine: ie-thes : 1 G: es | 3 Home Owners, Boy Scouts and 
vent rusting. Lacquering gives it the proper color, 1x 1n, long, Sportsmen. An Estwing Tool always 


3% in. wide and 134 in. high. attra.ts unusual attention and brings 
new business. FREE colored display. 
Sold under a Steel-clad Guar- 
Ce = antee thru 140 leading job- 
bers or direct if yours cannot 
serve you. 
Get one tool and place it where your 


Vacations Mean Extra Sales customers can see and handle it. 
ESTWING MFG. CO., Rockford, Ill. 





Vacation time is here. Regardless of destination, 
vacationists must make many purchases before leaving, 
so that their stay at lake, seashore or mountain will be 
more enjoyable. 

Flashlights, bulbs and batteries, sporting goods, auto 
accessories and cutlery are needed. 

Suggest such merchandise and the many uses for it 
to your customers in advertising and personally. 
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 REG.U.S.PAT.OFF 


PaintoMister 


THE EVEN PRESSURE SPRAYING MACHINE 





MADE IN U.S.A. 


The Improved Atomister 





H ERE are ten important fea- 


tures that you should be 
sure your customer gets when 
you sell him a spraying machine. 

The “Paint-o-Mister” has them 

all. 

1. A Single Nozzle that pro- 
duces both a round and a 
flat spray. 

2. A Valve to regulate the flow 
of liquid. 

3. A Substantial Hook by 
which to hang the machine 
when not in use. 

4. A Two Finger Trigger that 

does not tire the operator. 

. A Handle that gives a full 
pistol grip. 

. A Light Weight, One Piece 
Aluminum Container, hold- 
ing one quart. 

. A Full Pressure Feed Spray 
Gun. 

. Liberally advertised in Na- 
tional magazines—an insur- 
ance of reliability. 

. A Compressing Unit that de- 
velops at least 25 lbs. pres- 
sure. 

. A well-balanced, long life, 
easily lubricated motor. 








Retail Price $39.50 


Includes Spray Gun, Air Compressor Hose, 
etc. 






io ’ The Handy “Paint-o-Mister”’ 
nate Hand Operated 


— Retail Price $1.95 


The Handy “Paint-o-Mister” is a better Hand Spray 
for the householder—not a toy or a give-away Hand 
Spray, but a highly developed Spray Gun that does 
a real job, durable and not easily broken. Sold to 
dealers and jobbers in dozen (12) lots or more—at a 
price. 

Ask for quotation and order a sample dozen at once. 


THE ATOMISTER CORPORATION 
39 Hamilton Street, Rahway, N. J. 














Government Announces Gains 
for 1928 Over Marks for 


the Previous Year 


Exports by parcel post in 1928 were slightly larger than 
in 1927, amounting to $29,014,000, as compared with $27,- 
785,000 in the preceding years. Imports by parcel post 
amounted to $110,070,000, a decline of $1,431,000 from the 
amount imported by this method in 1927. 

One of the outstanding developments of our foreign trade 
in recent years has been the increasingly large proportion 
of American manufactured merchandise in our exports. 
In 1928 manufactured goods, including the finished product, 
semi-manufactures, and manufactured foodstuffs, consti- 
tuted ‘more than two-thirds (68.5 per cent) of the total 
value of goods shipped abroad. Finished manufactures, 
amounting to more than two and a quarter billion dollars, 
represented 44.9 per cent of our exports, a percentage 
equaled only once, in 1916. The increase over 1927 was 
$277,000,000 or 14 per cent. Crude foodstuffs declined 
$127,620,000, or 30.3 per cent, due almost entirely to the 
severe decrease in exports of wheat. Shipments abroad of 
raw materials increased 8.4 per cent, with heavy exports 
of unmanufactured cotton and leaf tobacco. 

The general expansion of the export trade of the United 
States in 1928 is shown by the fact that ten out of the 
eleven commodity groups made gains over the high values 
of 1927, ranging from 1 per cent to as high as 21 per 
cent. 

The vitality of our export trade is indicated by the 
number of items registering increases or decreases in 1928 
as compared with 1927 and preceding years. The values 
of nearly two-thirds (63) of our 100 principal exports 
were larger in 1928 than in 1927. Compared with the 
average values for the five-year period 1923-1927, the in- 
creases numbered 70. Gaged by quantity more than two- 
thirds (146 out of 219 items) registered increased exports. 
Compared with the five-year average the proportion was 
nearly three-fourths (157 out of 215 items). Sales to 70 
per cent of our best customers (59 out of 84 countries) 
were greater in value than in 1927. 


A Useful Display Board for 
Comparative Selling 


Many retail hardware dealers in cities where there is 
a mail order retail store have found it advantageous to 
adopt comparative selling for certain items in stock. 

These dealers have visited the mail-order retail stores 
and have bought garden hose, tools, garden implements 
and other merchandise of a competitive nature for them. 

Returning to their store, they have mounted the 
samples on a large display board with prices indicated. 
In some cases, items from their own stock have been 
mounted nearby, so that a quick comparison of price and 
quality could be made. Usually the quality, finish and 
general high standard of the retailer’s stock speaks for 
itself. 

Such a comparative display is educational selling. It 
shows the customer what the dealer has to offer as com- 
pared to what his competitor sells, saving the customer 
time and trouble in shopping and pricing both stores. 
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The Finishing of a Bricklayer’s 
Trowel 


(Continued from page 91) 


After the sharp cuting points and edges have been 
worn from the surface, these dulled grains of sand must 
be dislodged with a tool like a large emery wheel dresser. 
The grindstone one sees beside a farmer’s barn is in- 
variably badly in need of dressing. (There must be an 
opening to sell him a dresser which would save his 
strength as well as his tools.) 

Two qualities are sought in grindstones; cementing 
material, called ““mud’’ which binds with just sufficient 
firmness to retain the grains of sand until they become 
dulled; and grains of uniform size. At best they leave 
the bright surface of our blade covered with scratches. 
In its early stages, polishing is the art of erasing these 
scratches with grains of smaller sizes which leave more 
inconspicuous scratches just as, on a larger scale, a har- 
row obliterates the furrows of a plow, and the teeth of a 
rake, in their turn, can be used to reduce the marks of 
the harrow. 

For years grains of crushed and sorted Turkish emery 
were considered indispensable. It was obtained from 
deposits which had been cast up by long extinct volcanos 
around the eastern shores of the Mediterranean. In 
1914, when war cut off our imports, we looked with dis- 
trust on the corundum grain to which we were compelled 
to turn, but we have never gone back to the “genuine 
Turkish emery” which we specified so long. The North 
American product is sharp and clean, does a better job, 
and lasts longer. : 

For some polishing operations the grains of corundum 
are glued to the circumferences of wheels of compressed 
canvas. Another method is to scatter the abrasive grains 
upon the flat face of the tool and allow them to become 
imbedded in the surface of a wheel made of leather 
mounted upon a wooden center. The polishing surfaces 
travel at high speed—frequently upward of a mile a 
minute. No doubt the public would be surprised to learn 
that on some articles which it demands with a high polish, 
the cost of polishing is greater than all the other labor. 





INITIATIVE AND SUCCESS 


Initiative is that quality which leads a man to do 
things when they should be done without being told. 

The men who exercise initiative are the builders of 
the world; all the other people are merely tenants and 
janitors. | 

Initiative, not precedent, has made America what it 
it. There was no precedent for discovering America. 

Nobody ever yet got to the head of the procession by 
following his competitors. 

There are men so lacking in initiative that they do not 
even start for a vacant barber chair until someone gives 
them a nod. 

It is well to ‘be obedient ; it is better to be resourceful. 














Our 1929 Consumer Advertis- 
ing Campaign will create an 
unusual demand for DOT 
Weatherstrip. We offer a most 
interesting and profitable prop- 
sition to jobbers and distrib- 
utors. Write for details. 


FREYDBERG BROS., Inc. 


acromes: 11.19 W. 19th St. OFFICES 





cHicaga VERY 
PHILADELPHIA New York BIG CITY 
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NWT WEATHERSTRIP 


keeps your home warm ; 
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President Lamson’s Address 


and at Edgewater Park, Miss., this 
spring, and the manufacturers’ associa- 
tion in concurrent meetings, have con- 
sidered their respective questions and 
submitted answers. 

“The whole, being a compilation of 
all these and promising to be a most 
valuable document of interest to the 
entire trade, is now in process of being 
finally drafted. Announcement indi- 
cates that it will be published within 
the next few weeks. 

“In recent years the conclusions of 
the annual congress have been taken as 
the basis upon which to build the pro- 
grams of the State conventions. An 
excellent demonstration was had dur- 
ing the past year. 

“The secretaries’ conference at In- 
dianapolis last fall designed a program 
embodying the Program of Applied Ac- 
tivity for Better Hardware Retailing 
as developed at the Boston Congress 
in June. 

“With a single exception, the State 
conventions carried out this program, 
taking to their members the results of 
our deliberations of a year ago. I wish 
earnestly to commend this uniform 


(Continued from page 62) 


State program plan, and hope to see its 
continuation, that the results of this 
and future congresses may be brought 
most effectively to the attention of the 
maximum number of members.” 

In conclusion President Lamson ex- 
plained the program of the Oklahoma 
Congress, saying: 


Studying John Smith from Every 


Angle 


“John Smith, Consumer, is our sub- 
ject. Through our six business sessions 
we shall study him from every angle, 
to learn what sort of fellow he is, what 
his hardware needs are, his habits in 
supplying those needs, and to find out 
how Henry Brown may make himself 
a more acceptable servant of the 
Smiths.’ 

“Our program divides the subject 
into five main parts: (1) John Smith’s 
Hardware Dollar; (2) Where Smith’s 
Hardware Dollars Go; (3) Why the 
Smiths’ Buy as They Do; (4) John 
Smith and Henry Brown; (5) Henry 
Brown’s Job. 





“It is our hope that the deliberations 





here this week may develop definite 
and constructive recommendations that 
shall be accepted by the membership and. 
become practically beneficial as they 
are put into practice in hardware stores. 

“Two distinct responsibilities rest. 
upon you who are here as official rep- 
resentatives of the affiliated associations. 

“The first of these is to contribute to 
the discussions of the next three days,. 
that they may be made the most profit- 
able and the conclusions the most help- 
ful. 

“The second is to actively aid your 
secretary in bringing the results of 
this meeting most effectively to the at- 
tention of your constituents. 

“In conclusion, I welcome most cor- 
dially those who are here as our guests. 
for the congress period. I trust that 
you will feel free to enter into our dis- 
cussions ; we desire the suggestions that: 
you may be able to make. 

“Our program has been planned to: 
give opportunity of expression to all; 
the privilege of the floor at our meet- 
ings is extended to representatives of 
other branches of the trade the same: 
as to our own members.” 





Chas. H. 


write an ad, but the inherent thought 
that still sticks in any hardware man’s 
mind, though for years the Hardware 
Associations have been trying to dispel 
it, that they are so well known, that 
when their customers want things in the 
hardware line, they will come to them 
for it. This is a dangerous thought and 
one that has caused the hardware fra- 
ternity the loss of many fortunes which 
went elsewhere because of energetic 
promotion. 


Advertising Has Aiea Been 
Necessary to Success 


“Advertising, I believe, has always 
been necessary to a successful business, 
but in these days of hectic and various 
competition, it is ten times more so. It 
is also more essential now than ever 
before, that your printed advertise- 
ments convéy amessage and’be: dr 
up to conjmand 4tteatiGn, ar fit ist lik 4 


Casey Summarizes Session 


(Continued from page 71) 


been seen. I think a phrase was coined 
in this morning’s report, that might be 
of value. ‘What do you need that I 
have?’ The way to find out what your 
patrons need, is to continually tell them 
what you have. 

“To be a successful advertiser, as well 
as successful salesman, it is most es- 
sential that you have a complete and 
up-to-date mailing list, and have it 
divided into several different classes, 
readily available for the mailing of lit- 
erature that would directly and particu- 
larly interest each class. Henry Brown’s 
survey, as described in the morning re- 
port, of course is the very best way to 
prepare a list of this kind, though one 
need not necessarily go to the great 
length that Henry went, in his analysis 
of his trade territory, but get your list, 
check it for accuracy in any way that 





to gb to its grave without eyer having 
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“In concluding this resume, I want to 
urge every hardware merchant in this. 
United States to hold his head up, throw 
his shoulders back, and look the world 
squarely in the eye. Be just as optimis- 
tic and confident as anyone in the world. 
He has nothing to fear, he is in an hon- 
orable calling, he is rendering a service 
te his country, and is more of a neces- 
sity to his community than is any other 
merchant in the town. There is a need’ 
and a demand for his goods, and if he 
fills his niche with anything like eff- 
ciency, no one can ever rob him of his. 
business—but he must not depend on: 
the fact that he is a necessity or a. 
semi-necessity. to his community, for 
‘hardware dollars’ are so liquid, flexible 
and fast moving nowadays that the one- 
who acts this way will be left by the 
side of the road, and business will flow 
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SATISFACTION 
hinges on 


HINGES 


And that’s wherever swinging doors are used. 
The careful buyer selects Allith Hinges for 
Garages, Airplane Hangars, Warehouses and 
Railroad and Industrial Buildings. 


And for the screen and double-acting doors 
in residences, he selects Allith Spring Hinges 
—just as he selects Allith Hangers for sliding 
doors. Because they’re trustworthy. 


For information on our general line, send for 
catalog No. 97. And if you cannot find in it 
the hardware you want, our designing depart- 
ment offers its services without cost or obliga- 
tion. 


ALLITH-PROUTY COMPANY 
Danville, [linois 


Manufacturers of 

Fire Door Hardware 
Overhead Carriers 
Door Hangers 


Garage Door Hardware 

Rolling Ladders 

Spring Hinges 

Airport Door Hardware , Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


ne of the finest line of Airport and 
Carage Door Hardware 


Allith 








Llaisdelf 
Makes Pencils “Right” 


BUILDERS No. 660 


A great seller to carpenters and builders are Blaisdell 
No. 660’s because they make a very clear and distinct 
mark. Their bright red finish attracts favorable atten- 
tion and adds to the effective display these pencils 
always make. A box on your counter is soon emptied. 


LUMBER CRAYONS 


Blaisdell Lumber Crayons mark lumber in a _prac- 
tical way, because they are both weatherproof and 
waterproof. Their mark lasts. Made in seven distinc- 
tive colors that “sell out” readily but never “fade 
out.” State colors desired:in ordering. 


STOCK MARKER CRAYONS 


Dealers find these No. 792 Blaisdell Pencils just what 
they need for marking prices, etc., on tinware, alum- 
inum, glass and other volished surfaces. They make 
a very plain mark that can be read at a glance. 


Try them. 


Send for SAMPLES and prices 








blaisdell rns PHILADELPHIA USA USA. 


Awarded Gold medal Sesqui-Centennial 1926 
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Where Smith’s Hardware Dollars Go 


president, does the buying. As these 
men also have many other duties, sell- 
ing to them is much like selling to the 
institutions. 


The City Consumer 


Henry Brown has found that the 
city consumer has more money than 
ever, but is spending less than formerly 
for old lines of hardware. What hard- 
ware, then, does John Smith, city con- 
sumer buy? 

He often lives in a rented house or 
apartment. The builders’ hardware was 
bought by the contractor. Except for 
those who like to tinker, or who are 
mechanically inclined, the city consumer 
needs only a few low-priced tools and 
a few nails, tacks, hooks, and other 
small do-dads in the line of carpenters’ 
goods. 

Yet many city residents, or their 
wives, do a lot of painting around the 
house. It may be the kitchen floor, the 
porch swing, an odd piece of furni- 
ture. 

Some may have a hobby for garden- 
ing and spend quite a little money for 
tools and seeds in proportion to the 
land cultivated. Shrubs, garden and 
lawn seeds, and bulbs are purchased. 
Some raise chickens and buy poultry 
netting and supplies. 

Those who are home owners may 
want furniture for fireplaces. Trellises 
and other lawn equipment are in de- 
mand. All kinds of electrical goods are 
purchased. 

The city consumer buys many things 
that come in the broad field of hard- 
ware: All sorts of housefurnishings, 
playthings for the children. Does the 
liardware store get the business? 

The old-fashioned hardware store 
doubtless has a very limited sphere in 
selling to city consumers, but the hard- 
ware store that interprets its line 
broadly has a tremendous market to 
cultivate. 

The following figures from a govern- 
ment survey show some of the house- 
furnishing items that are purchased by 
wage earners with average family in- 
comes of $1,513.29 per year. Although 
the list is not all-inclusive, it is de- 


eidedly illuminating. 
Average Expendi- 
ture Per Year 


Items Per Family 
| ee Tor $ 1.77 
Knives, forks, and spoons .... 40 
I Gace oatonwcunente con 5.64 
Fireless cookers ........:..... 06 
Kitchen cabinets ....:......... 64 
Kitchen utensils ...........+.. 1.20 
| ee eee 97 





. (Continued from page 75) 


Brooms and brushes ........... 1.72 
MODS = x4. c ae Cael oS oie Sains sss .16 
Lamps, electric bulbs, etc. ...... 1:33 
WViINGOW FEES. os 5h scesesssns .66 
Screens, window and door .... .43 
MURMAUNBME: 50 0565 'sssuwesss 19 
Wy ASSIIONED | oso ckias ccs ceuse 2 
WV GE ANEIES | is 6 oss cs awis'ee ses 14 
oe So re .20 
DRAITOUB Hos 655554 cise eowees aes 30 
Washing machines ............ 86 
Other laundry utensils ........ 11 
Toys, sleds, carts, etc. .......... 4.79 
se re 44 





SURGES 32 a ckW kinds Seu anee $22.26 

Notwithstanding many of these items 
may be bought in other stores, the 
figures provide a basis for estimating 
sales. If there are 960 families in his 
town supported by factory workers with 
average incomes of $1,500, Brown has 
an indicated market of $21,370 a year 
for hardware items in which wage 
earners are interested. 

The hardware merchant does not ex- 
pect his largest sales from factory 
workers, but here is a sizable amount 
of business worthy of careful cultiva- 
tion. 

The business and professional groups 
have more money to spend on house- 
furnishings, sporting goods, toys, and 
various types of house equipment. 


Who Does the Buying? 


Henry Brown had long had the feel- 
ing that hardware was chiefly bought 
by men, and was somewhat surprised 
to learn that nearly 50 per cent of the 
customers of city hardware stores are 
women; that women dictate the spend- 
ing of 80 per cent of the consumers’ 
dollar. 

In rural stores the percentage ap- 
pears to be somewhat less. It also 
appears that on the whole those hard- 
ware stores that are attracting women 
buyers are doing better than those that 
are still appealing largely to men. 

The modern city family has a divi- 
sion of labor something like this: The 
husband’s job is to make the money 
and the wife’s job is to spend it. Even 
if the women do not actually make 
the purchases, they often influence the 
type of goods bought. 

Many women, both single and mar- 
ried, work for wages. If the unmarried 
woman is without dependents, she usu- 
ally spends her salary for the things 
she wants. Because she has less time 
to shop than those unemployed, con- 
venience may be a very important fac- 
tor in determining where she buys. 





The married woman may work out- 
side the home to supplement the family 
income in order to maintain a higher 
standard of living than would be pos- 
sible on the husband’s salary, or to 
assist in supporting dependents. But 
whether she has a fulltime or part- 
time job, the chances are that to her 
also convenience and service may be 
the factor most desired in the purchase 
of hardware and household supplies 
and equipment. 

In many cases the children have an 
important influence on purchases. If 
they do not actually make selections, 
they often determine the types of cloth- 
ing, playthings, and other purchases 
made for them. 

This is particularly true of the chil- 
dren of foreigners. As they learn to 
speak English in school and acquire 
American ways, their parents may de- 
pend more and more upon their guid- 
ance. 

Because many of the children of the 
well-to-do have regular allowances, 
they have considerable freedom in 
making purchases for themselves, in 
addition to influencing the selection of 
many things for the family. 

In this age of youth the hardware 
merchant: should not ignore their in- 
fluence on demand. Many of our 
fashions, from short skirts and bobbed 
hair to cigarettes, are said to be due 
to the youth movement. Grasping 
youth’s point of view in wanting to cast 
off the old and adopt the new should 
be helpful in keeping the merchant in 
tune with the times. 

Again Henry Brown reaches a con- 
clusion. It is that the old hardware 
store has little or no place in this mod- 
ern age. People have changed, mer- 
chandise has changed. There are 
greater possibilities than ever before 
for sales of “new hardware’—if that 
term may be used to include all those 
things consumers want that can logic- 
ally be sold in hardware stores. 

There is more competition. Keener 
efforts and better methods are needed. 

“If I want to get my share, my for- 
mer proportion of Smith’s dollars, I 
must adjust my stocks to his desires. 
1 must intensify my efforts on the sale 
of the things that create leisure, and 
on the things that will use the leisure 
thus created.” 

Thus reasons Henry Brown, cor- 
rectly Sensing the modern trend. 

Continuing his studies, Henry Brown 
decided that the hardware business has 

(Continued on page 156) 
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ARDWARE conventions 
and “Cleveland” Grind- 
stones are both time-honored 
and worthy institutions in the 


hardware trade and we take 
pleasure in greeting the mem- 


bers of the National Retail 
Hardware Association as- 
sembled in convention. 





Substantial, light running, 
mounted with a “Cleveland” 
Grindstone, 

it, which we alone manu- 
acture. 19 to 22 inches, in 
diameter. 134” to 2% thick. . 
Frame can be set up in a 
jiffy—merely by ——— 
one bolt. —" ocked 
down and crat 


Frame of heavy angle steel 
144” x 1%" x 4”, strongly 
braced and is equipped with 
our standard high grade 


genuine Berea 


selected “Cleveland” Grind- 
stone. Shipped folded com- 
plete, stone crated sepa- 
rately to save freight. 


THE CLEVELAND QUARRIES COMPANY 
Cleveland, Ohio 
283 Front Street, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 
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Illustration shows 

a majority of 

publications now 
being used. 





During 1929, page and half- 
page advertisements will carry 
important Armstrong announce- 
ments to nearly a million pipe 
tool users. 


BESIDES the greatest Campaign in our 

Sixty Years of advertising, the Jobber 
and the Dealer are being backed by a most 
complete Mail Campaign. Already over 600,- 
000 Circulars have been distributed. 


Every week or so, one or more of the leading 
publications carry an important announce- 
ment regarding 


GENUINE 


ARMSTRONG 
PIPE TOOLS 


eles further assist Jobbers and Dealers in rapid- 

ly moving their tools, we have prepared a 
splendid set of sales helps. Send the coupon, no 
obligations. 


JcARMSTRONG MFG.CO. 


“FOUNDED 1869 


feeee = ew ae ee ee Se ee SS SS SS Se eS ee ee eee SS tien | 
t Armstrong Mfg. Co., 295 Knowlton St., Bridgeport, Conn. . 
: Please send us complete facts regarding Free Sales Helps. e 
a ' 
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been affected by three notable changes 
in comparatively recent years. 

First of these was the rapid evolu- 
tion of the automobile and the building 
of good roads. 

Second, was the development of new 
types of stores such as the electric 
store, the automobile accessory store, 
the tire shop, the garage, the filling 
station, the modern variety store, the 
mechanical salesmen, or robots, and 
the growth of the chain store. 

Third, was the increased variety. The 
old dry goods store has developed into 
a department store. The grocery store 
has evolved into a food store. The cigar 
store had added a soda fountain, a 
lunch counter, toilet goods, and often 
cutlery and sporting goods. The drug 
store has added sporting goods, lunches, 
automobile accessories, electrical mer- 
chandise, paint, seeds, and what-not. 

These changes have had an import- 
ant bearing on where Smith buys. The 
motor car has made trade more mobile 
and enabled John to buy at a greater 
distance from home. 

If he is a farmer, he is no longer 
limited to the nearest village or the 
mail order catalog, but can visit. sev- 
eral villages or trading centers. © 

Especially is this true in the pur- 
chase of light hardware and of equip- 
ment delivered by the sellers. For such 
goods the farmer may shop over a wide 
area, 

The automobile has likewise made it 
possible for city-dwelling John to trade 
in a much larger number of stores. He 
can visit other towns or buy from 
stores anywhere in his town. This puts 
Henry Brown in direct competition 
with more merchants than ever before. 
And, of course, each community is 
competing with other communities. 
Every shopping center tries to draw 
trade its way. 

There are many stores from which 
John Smith can buy the same mer- 
chandise. Many articles may be bought 
at the department store, the electric 
store, the drug store, the variety store, 
the paint store, the public utility store, 
as well as at the hardware store and 
the mail order house. 

No wonder John Smith is independ- 
ent. Why shouldn’t he be, with all the 
attention he receives from the sellers 
and all the advertising aimed at him? 

In such. circumstances, the store that 
presents its merchandise most attrac- 
tively and makes it most accessible to 
the customer is likely win. If John 
enters the drug store for a soda and 
sees golf clubs, he may become inter- 
ested. If the radio man installs a radio 
on trial, or the washing machine sales- 
man brings out a machine and does a 
week’s washing, the path of least resis- 
tance may lead him to buy even though 
their prices are not the lowest. 


Mrs. John often buys hardware 
items from the department store 
through force of habit. She sees hard- 








FRANK A. HEGNER 
Sewickley, Pa. 
President of the PASHA. 











ware when she goes there for some- 
thing else. The goods are well dis- 
played, the store has a feminine atmos- 
phere, and she has a charge account. 
Again the path of least resistance. 


Manner of Payment 


Some of the Smiths may like to trade 
at a cash store because the prices are 








NOMINATING 
COMMITTEE 


AST PRESIDENT 

HAMP_ WILLIAMS, 

Hot Springs, Ark., was 
chairman of the nominating 
committee. He was assisted by 
Fred R. Barcroft, Merced, 
Cal.; A. C. Foscue, Maysville, 
N. C.; F. W. Swannell, Kan- 
kakee, Ill.; C. C. Bryan, Tip- 
ton, Ind.; A. Bojens, Atlantic, 
Iowa; Veach Redd, Cynthiana, 
Ky.; W. A. Slack, Bad Axe, 
Mich.; Carl Hoffman, St. Paul, 
Minn.; J. G. Wade, Monroe 
City, Mo.; H. O. Scofield, Lin- 
coln, Neb.; L. M. Krieg, New- 
ark, Ohio; Frank A. Hegner, 
Sewickley, Pa.; E. C. Taylor, 
Trenton, Tenn.; W. N. Neff, 
Abingdon, Va. and H. A. 
Fuge, West Bend, Wis. 











lower, because they are not tempted to 
go in debt, or because they do not want 
to be bothered with end-of-the-month 
bills. 

But Brown knows also that many of 





the Smiths prefer to buy on credit be- 
cause of the convenience of the charge 
account. It is often easier to say 
“Charge it” than to carry the neces- 
sary money. It is easier to make one 
check at the end of the month than to 
make many payments. aca 

Frequently, Mrs. Smith wants things 
when her supply of cash is low. A 
charge account is of great convenience 
to her. 

Others find cash in the pocket is soon 
spent, and when short of money, they 
like to have purchases charged and 
pay the bills out of the month’s income. 

Still others of the Smiths want to 
buy (the larger articles especially) on 
the instalment plan. They do not want 
to wait until they have saved the full 
purchase price before securing the 
goods. Such a feeling is likely to be 
particularly true of the young Smiths 
when they get married and start house- 
keeping. 

Many people find it easier to pay on 
definite obligations than to save for fu- 
ture purchases, even though they may 
recognize the instalment plan as an ex- 
pensive way to buy. . 

In the light of all these differences in 
the Smith family, Henry Brown won- 
ders what will bé the best policy for 
him to adopt. 

He has heard of some hardware 
stores that have gone on a cash basis 
and reported improved profits. So he 
wonders if he, too, might save the ex- 
pense incident to credit sales and col- 
lections and avoid having his capital 
tied up an accounts receivable by adopt- 
ing a cash basis. 

He knows, however, that department 
stores have used charge accounts to 
great advantage in building sales, and 
that most hardware merchants feel that 
they must extend credit because it is 
a distinct service to the consumer and 
helps to maintain volume. So he won- 
ders if it might not be wise for him 
to adopt a liberal credit policy and fea- 
ture it in his advertising. 

At the same time he realizes that no 
matter what he may think of the eco- 
nomics of instalment selling, many of 
his customers and potential customers 
cannot buy goods of considerable unit 
volume, such as stoves, refrigerators, 
washing machines and vacuum cleaners, 
on any other basis, and that if he does 
not utilize the deferred payment plan 
other sellers will get the business. 

And after pondering all these things, 
Henry is forced to the conclusion that 
since he wants the patronage of all the 
members of the Smith family, his poli- 
cies must be equitable as to the differ- 
ent types of Smiths, meet their various 
service requirements and be so adjusted 
tc their preferences that he may be “all 
things to all men.” 
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SHELBY GARAGE DOOR BRACE 

















Will square up those sagging garage doors at a very moderate price. Rods 
are of %4-inch steel and fitted with turnbuckle, 54-inch real brass, 4 inches 
long, and being made of brass assures easy turning on the rods. 


Brace is attached with 44-inch bolts extending through the door, and will with- 
stand a tension exceeding 500 pounds. 


Packed one dozen in a box complete with bolts. They are handy to stock, as 
the rod is in two pieces, the box being only 214 ft. long. 


Write for No. 29 catalog showing a complete line of Builders’ Hardware, 
including Garage Door Holders and Checking Floor Hinges. 


SHELBY SPRING HINGE CO., Shelby, Ohio 


Coast Representatives: POND HDWE. SPECIALTY CO., Los Angeles, Calif. D. L. HERMAN, Seattle Wash. 
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LIDSEEN OILERS =~; 


PISTON SPRING-- 













Demonstrate Them and Increase Your Sales 


Show customers how these practical oilers work—how they 
permit oiling machinery in difficult places, in motion or 
stationary, overhead or below, without hindering produc- 
OPERATING tion. 


JTONVH ONV 
1NOds 03013 















A drop or a stream, with perfect control. Actual saving 
of oil and time soon returns their cost over and over. 
Built to endure. Drawn of heavy, durable cold rolled 
steel. All welded. No threads to wear or break. They 
SELL on merit. 


Manufactured by 


GUSTAVE LIDSEEN, Inc. 
824.862 South Central Avenue Chicago, III. 


Every Oiler J 
guaranteed. Ff 
Sold by Three styles— 
leading Push Bottom, 
Jobbers. Force Feed, and 
Send for Pump. All sizes: 


1/3 Pt. to 1% 
Qt. with 3” 
23” spouts. 


Catalog and 


Prices. to 


Filling 


Gun Metal 
or Heavy 
Copper 
Plated 
Finish. 


cnceteniaaiantiale 
PUSH BOTTOM 
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Many Angles of Henry Brown’s Job 


cities and small towns. What applies 
to one sometimes does not apply to the 
other. How can Henry Brown keep 
himself so informed that he can satisfy 
his customers? he asked. The customer 
is so varied it is hard to be specific. 

“How?” is my subject, he said, and 
“why !” is my answer. Henry has turned 
psychologist. He has looked at him- 
self and has attempted to study the 
psychology of the Browns and the 
Smiths. Henry Brown needs this psy- 
chology. How many Henry Browns are 
matching up to the psychology of other 
enterprises? In such matching, lies suc- 
cess. 

Watch your community, he said, learn 
what it wants either by observation or 
by frankly asking. Consult the pro- 
fessional Smith, the wage earner Smith, 
the farmer Smith. Find out what they 
think of Henry Brown’s Business. Then 
analyze the answers and manage your 
business accordingly. Progress is nec- 
essarily slow, but we must learn the 
pshychology of the Smiths. It is Henry’s 
business to solve the ‘“‘why.” 

The next speaker was C. J. Shaw, 
Joliet, Ill. 

He said: Henry Brown is now in a 
helpful state of mind—he isn’t satisfied 
with himself. When a man becomes 
satisfied with himself he is in his great- 
est danger. Henry can no longer draw 
a circle around his community and call 
it “his.” People are traveling farther 
to buy goods and there are no definite 
geographical trade areas. He must sift 
out the prospects who can and will buy 
from him and concentrate on them. 

There is a false impression, he said 
that a merchant handling a certain line 
must carry a complete stock represent- 
ing every item of that line. As a matter 
of fact he should carry only such items 
as are in demand—carry the bulk of the 
items called for, but not everything. In 
other words he should buy goods which 
have a place in his stock. The stockine 
of slow sellers, the items which are 
called for only occasionally, is costly. 
No man, he said, has a moral right to 
inject an unprofitable business onto a 
community. Every Henry Brown has a 
moral responsibility to succeed. There- 
fore no merchant should attempt to 
merchandise goods for which he has no 
demand, immediate or prospective. 
since we admit the crime of failure. 

He advised Henry to departmentize. 
f° breakdown his business into. smal! 

nits and analyze it. He advised 


training of salesmen. Large stores, he 
said, need educational departments. The 





(Continued from page 108) 


average buyer, he said, seldom has the 
ability to -sell the merchandising plan. 
This is natural since we buy in cold 
blood and sell in enthusiasm. Some one 
must teach the retail salesman to sell. 

To function properly, Henry Brown 
must have an adequate stock; must 
know the needs of the Smiths; must 
give the service required; must be effi- 
cient, and must make a profit. 

Next came N. H. Walton, Pawhuska, 
Okla., speaking on business control, 
and using his own experiences as a 
basis. He lives in a town of about 
8000 in the Hill district. There is no 
farming near, and the trade hinges 
largely on the allotments of- money to 
the Osage Indians. Formerly there was 
an annual income of about $10,000 each 
for about 1500 Indians. This has now 
dropped to about $4,000 each. 

He said that he had adopted display 
tables and other improvements several 
years ago, although his business was 
coming along fine. Two year’s ago he 
was induced to take up business control. 
and while he estimated his sales as 15 
per cent less than those of the preced- 
ing year, he imagined that his expenses 
were fixed. Since then he has learned 
that they are fixed. Once he bought 
cutlery by catalog number only. Two 
years ago he had 85 patterns of pocket 
cutlery of which 45 patterns were dead. 
He closed the dead ones out, reduced 
his investment and made a_ profit. 
Through budget control he has cut his 
expenses from $15,000 a year to be- 
tween $12,000 and $13,009. In closing 
he said: Don’t think you know all about 
vour business. Install business control 
and find out. 

Hugh C. Ross, Jackson, Tenn., talked 
mainly on the opportunities Henry 
Brown has to make his business more 
successful. He mentioned the oppor- 
tunity to render service; to sell the 
store and it’s services to the community ; 
to make a profit; to build sales people; 
to think straight; to control himself as 
well as his business. Mr. Ross analyzed 
the reasons for business changes. He 
said: there are 25 millions of new peo- 
ple coming into being in this country 
every ten years. New people want new 
things. When you were born, every 
body else was older than you; when you 
reached the age of 26, there were just as 
many people younger than you as there 
were people who were older; at 40 
years of age, 80 per cent of the people 
are younger than you. New people 
make changed conditions. 

What model is your store? It must 





be a 1929 model to win. You must 
keep abreast of modern trends; must 
know the facts about your business and 
use them. Above all you must think 
young. Henry Brown must diversify 
his business just as the farmer has. 
With new lines he must develop men 
who are specialists in those lines. He 
must have the right store; the right fix- 
tures, the proper sales force, delivery 
service, methods, etc. He must take 
advantage of his employee opportunity. 
That means he should have one or more 
women employees. He cited his own ex- 
perience in hiring a girl formerly em- 
ployed by a chain store, and who has 
developed into a first class hardware 
saleslady. She has definite duties and 
handles them exceptionally well. She 
even trims windows and writes show 
cards. He also referred to a former 
delivery man who is now in charge of 
the furnace department. 

He referred to many opportunities 
with customers, such as having rest 
rooms, ice water, etc. Mr. Ross places 
his water cooler toward the rear of the 
store near the telephone. It gives his 
patrons a chance to see the goods he 
has for sale. 

He recently encouraged the heads of 
church societies and lodges to get 
groups of housekeepers into his store 
for refrigeration demonstrations. For 
this service he donated to the church or 
lodge funds. In this way he obtained 
ten groups of twenty-five ladies each, 
and the demonstrations created much 
interest. 

Mr. Ross concluded by saying that 
the main opportunity lies in taking 
home from the convention, and using 
the “ideas” distributed there. 

Next came the discussions from the 
floor, the first to speak being C. J. 
Christopher of the Minnesota Associa- 
tion. He spoke at some length on the 
wastes of business. American business, 
he said, is losing a billion dollars a year 
through waste, and this loss must be 
passed on to consumers in the form of 
increased prices. 

To obviate waste, we must substitute 
facts for opinions. Facts are the tools 
of modern management. Henry Brown’s 
handicap lies in the fact that his com- 
petitors have seized and are using every 
fact record possible. 

However, he said, the true test of 
figure facts is the use to which they are 
put. Unused, they are of no value. He 
stressed the point that too many Henry 
Browns want. some simple form of 

(Continued on page 162) 
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Two Big Selling Lines 


Retailers who handle Bemis & Call and 
Coes Wrenches are assured of two big 
selling lines which always give complete 


Ges) satisfaction and return worthwhile 
profits. 


Because both 


BEMIS & CALL and COES WRENCHES 


are so well known to wrench users and their 
quality so thoroughly established that these 
wrenches practically sell themselves as soon 


as displayed. 


The B. & C. line now includes Combination, 


Adjustable “‘S’’ and Monkey Wrenches. 
Keep stocked through your Jobber. 


Bemis & Call 


Springfield, Massachusetts 














ONLY ONE SHOWCARD 
WRITER IS NEEDED 


and that one is the 


STENCILLOR 


for when you get the STENCILLOR, you have 
everything you need to produce your window— 
and counter-signs, streamers and price tickets. 


DISPLAY MATERIAL COMPANY 
774 Grand Avenue, St. Paul, Minnesota 


Canadian Agents: Display Card Co., Ltd., 206 King St., West, Brockville, Ont. : 
Central States Agents: Stencillor Sales-Supply Co., 361 W. Ontario St., Chicago, Il. ; S 


emenenaimeianl 














Send to your nearest office— 
Yes, we want to know more about this Stencillor. 


Attach this coupon to your firm letter | 
Send complete information. 
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Capitalizing Opportunities By F. J. Nichols 


out of every dollar. She does the buying 
for the Smith family, but in most cases 
she does not know about or does not like 
the hardware store. By habit and pref- 
erence she goes elsewhere to trade. 
Henry Brown must interest her. He 
must change his mental picture of her. 
She is different from the Mrs. Smith of 
years back. She is even putting a value 
on her time-and energy. She has quit 
baking bread or washing clothes by hand. 
And—she don’t like the old style hard- 
ware store. Cut nails to her are only 
antiques. 

Style is the big thing in business to- 
day. Line, design and color are three 
words which department stores conjure 
with. Mrs. Smith wants to keep up with 
Mrs. Jones. It is natural and if it were 
not for that fact our American life to- 
day would still be like that of fifty years 
ago. 

Price to Mrs. Smith is not the dom- 
inating factor. If she wants any- 
thing she will find the méney to get 
it with. Henry Brown must get her to 





(Continued from page 87) 


want his goods and he must make it 
easy for her to get them. 

What appeals to Mrs. Smith? There 
are several things: convenience of loca- 
tion, cleanliness, light, a good assortment 
of merchandise well displayed, intelli- 
gent, courteous sales people; color, 
credit, privilege of returning goods, 
prompt delivery, service. She likes spe- 
cials in merchandise and special features 
such as demonstrations. Henry Brown 
must get his store in the thick of the 
community center and give Mrs. Smith 
the merchandising service she likes. 

Mr. Nichols touched on the excessively 
high cost of poor selling and the absolute 
necessity for increasing the amount sold 
by each sales person. Henry Brown, he 
said, must keep better records so that he 
will know what is happening daily. He 
has a distinct advantage in working with 
his sources of supply, but sometimes he 
does not play the game . 

Most of the men in this convention, 
he said, have lived in three eras. First 
was the horse and buggy era. They 








missed their opportunity in the motor 
era. Now they are in the air age. They 
are fortunate in having three such op- 
portunities. Will they cash in on this 
one? 

The future of the hardware business 
is in your hands, he went on. It depends 
upon what you work out in your own 
business and share with others. It is 
said that the idol of American Business 
is the dollar. Your object is to get your 
share of it. In contemplating the situa- 
tion I see two straight lines and a curved 
line. The two straight lines represent 
Henry Brown and his customer. They 
are parallel straight lines, and I re- 
member that parallel lines never meet. 
Therefore a third line is necessary to 
bring them toegther. That third line is 
the S of the dollar sign. It ties them to- 
gether in the service which you as hard- 
ware merchants render to them as cus- 
tomers. Give them what they want and 
they are yours, but—only so long as you 
continue to.do it. 

You will profit in the same proportion 
that you serve. 


After Education, What?—Asks Ross in 


Summary of Thursday Session 


vice-president of the National Re- 
* tail Hardware Association and 
soon to be its president, summarized the 
Thursday session. It was a remarkable 
summary, condensed into a very few 
minutes of time. Unfortunately the 
session wastoo short to accommodate all 
the good things prepared for it and still 
leave time for a detailed summarization. 
Also J. Charles Ross is a man who firmly 
believes in pfompt starting and closing 
of sessions. He finished his summary at 
the time scheduled. 

He began by stating frankly that the 
time was so short he would be unable to 
review the talks of the convention from 
the notes he had made. Also, he said, 
the speakers have made their points so 
clear, that repetition is unnecessary. 

One point, however, he-did refer to, 
the statement of Hugh Ross of Jackson, 
Tenn., in regard to the use of women 
in the store. Hugh had spoken of the 
efficiency of a girl he employs—a girl 


J CHAS, ROSS, Kalamazoo, Mich., 





with red hair. Vice-president Charles 
Ross said: Get a woman in each of your 
stores and Play on The Red. He was em- 
phatic in his declaration that the mod- 
ern, hardware store needs at least one 
woman on its sales force. 

Henry Brown, he said, has taken a 
comprehensive survey of himself and 
his business. He has become better ac- 
quainted with the Smith family. He has 
learned about its income, its credit, and 
its requirements. He has also learned 
something about the industrial plants in 
his community—the number of em- 
ployees; what they do; their compensa- 
tion; the kind of goods they require and 
will buy. He has visited other stores. 
He knows how the new competition buys, 
displays and sells its merchandise. 

Henry Brown has been through the 
elementary school, the high school and 
the university of business. This week 
he has taken a post graduate course. He 
has enough information to insure him 
reasonable success, if he uses it. 





Now what? 

After the education, what will happen? 

If Henry Brown does not utilize the 
things he has learned, if he does not put 
into practice the ideas he has gathered ; 
if he does not use the enthusiasm im- 
parted to him, all the efforts of this con- 
vention will have been in vain. 

How many of you have learned some- 
thing of value at this convention? he 
asked. Every hand was raised. Unani- 
inous, he said. Now—How many of 
you will go back to your stores and put 
to work one or more of the things you 
have learned? 

On that one act, rests the value of 
this convention to you individually. No 
matter how many valuable ideas have 
been given out, no matter how much 
you have learned concerning Henry 
Brown or John Smith, the value of this 
convention to you individually will be 
in direct proportion to how you use your 
knowledge. 

Go back to your stores and make good. 
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BROADWAY 





MR. DEALER 
Ask Your Jobber 


To Tell You of 


the 


New 1929 Line 


of 


DIAMOND ‘E” 


Window Ventilators 
Cloth and Louver 


1140 





NEW YORK 


CITY 




















For Every 
Vacationer— 
and Traveler ! 


The Alsize 
Garment 
Hanger— 
Folds and 
has Tele- 
scoping 
rms. 

To Sell for 
15e. and 
25e. 








I T makes no difference what the Alsize Hanger is to 
be used for—it serves all purposes—for all sizes of 
garments. A woman’s dress—or man’s overcoat fits 
equally well on the telescoping arms of this new, 
practical hanger. Not only that, but it folds to fit 
the vest pocket! 


A splendid summer profit-producer that comes to you 
packed 3 dozen in beautiful 6-color display carton. 


Alsize Hangers come in attractive colored 

enamels—reds, blues, greens, yellows, black, 

ete., or in nickel finish. 

May we send you complete samples and 
prices? 


. McGill Metal Products Co. 
1] 130 N. Wells St. CHICAGO 


Hardware Division 


Also manufacturers of card punches, light duty pliers 
a:d wire-cutters. 
































The Best is none too good 


SHARK BRAND 


CHISELS and GOUGES 


BEAR THIS TRADE MARK 


Trade Mark 


SHARK BRAND 
are sturdy and well 


tion. 


Socket and Tanged 


We 
SWEDISH Made TOOLS and 


SCANDINAVIAN 


Beware of Imitations 


Manufactured by 
BE. A. Bog Manufacturing Co., Ltd. 
kilstuna, Sweden 


CHISELS 
made and 


craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 


Butt Beveled Edge 
Regular Beveled Edge 


Chisels 


Common and Half-Round Gouges 
a full line of 


HARDWARE 


Order from your jobber today, or write 


WESTERN IMPORTING COMPANY, Ltd. 


107-109 Lafayette St., New York 


E. Hennepin A 304 Ral Exeh Bidg. 
pacapolls, Minn oat " Week. ws 


Seattle, 





Coristine Bidg. 
Mentreal, Can. 




















Hardware Dealers Attention 


BUY UNICO BRAND BOTTLE CAPS AND CAPPERS 
DIRECT FROM MANUFACTURERS 


Prices as low as 11c. per gross. Let us quote you. 





Universal Metal Goods Co. 


. Manufacturers Dept. H.A. 
Only Crown Caps and Metal Specialties 
High 10300-04 CORLISS AVE. CHICAGO 





Grade : 
Please send us your prices on bottle caps and 
Bottle cappers. 
Cap . DOGG... 6b ed Rs oi cence cdauss cs cones one Wanecscene ean 
No PN iia sdk deicoWaN bone odes URRa se kcal eiabeatie 
Seconds 
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Send for details to Bluffton Slaw Cutter Co., 113 Jay.St., Bluffton, O. 



















THE DOLLAR. 

ICE CREAM FREEZER 

When you sell a complete line of ACME 

Freezers, you have the satisfaction of know- 

ing that you can meet the freezer needs of Cc 
any size family from very small 
to very large. Retail at: 2-qt. 
Bright-Galvanized, $1; 2-qt. and 
4-qt. Enameled or Galvanized, 

$1.25 and $2.25; pint ACME Jr., 

60c. 












Its HUMANE Features Sell It 


- Reichert’s No-Kick Cow Hobble is SOLD the moment 
a farmer or dairyman sees it. It cannot chafe or cut a 
cow’s legs or injure the cow in any way. 

On and off in a jiffy and never 
kinks or becomes tangled. Affords 
greater leverage and holds the cow’s 
tail more securely. 

Retails like sixty at 75 cents per 
set and returns a snug profit. Guar- 
anteed to give entire satisfaction. 

Order “from your Jobber. If he 
cannot supply you we will quote 
you direct. 


imperial Bit & Snap Company 
1400 Clark St. Racine, Wis. 























ANCHOR BRAND 


CHISELS 


made in 


¢ aa Eskilstuna 
md SWEDEN 
| Zome of the Worlds Finest Steel 








4A A .A 
Sponsored by 
JoHANESON, WALES 

& SPARRE, INC. 








Henry Brown’s Job 


(Continued from page 158) 


record, regardless of whether or not it will give him the real 
facts he needs. 

Tom Howell, secretary of the Virginia Association, spoke 
on the personal side of business. There are two personalities 
in business today, he said. One is the dominant factor in the 
independent store; the other is the well trained product of 
mass distribution. The one is native born; the other comes 
from outside and depends entirely on his training. The inde- 
pendent Henry Brown has the advantage in personality but 
needs the other training. He must develop his personality 
and individuality. He must practice character mer- 
chandising ; take an interest in civic affairs and be a believer 
in his community. In this way he can demand the favorable 
attention of the Smith family. 

With no attempt to disparage the chain store manager, Mr. 
Howell asked: who is the chain manager? Is he a civic 
asset? Does he participate in civic activities? Has he a 
personality? Has he any great appeal beyond his ability to 
arrange to display merchandise? Is he often just a fairly 
paid man, without personality ? 

The right kind of Henry Brown, he said, can easily combat 
the man who takes orders. He must, however, create an 
atmosphere in his store; he must be the Wanamaker of his 
community ; he must light his store with smiles and keep his 
personality to the front. The day has passed when Henry 
Brown can sit behind a desk and combat competition. The 
public which deals with him wants appreciation and a wel- 
come. In the final analysis, price and quality do not determine 
when the Smith’s will trade. It is a matter of personality. 


Entertainment Features 


(Continued from page 61) 


During the 101 Ranch visit a Navajo Indian Rug was pre- 
sented to retiring President Lamson and Mrs. Lamson. 

President Hoge and Mrs. Hoge headed the general enter- 
tainment committee which was composed of Mr. and Mrs. 
R. S. Goffe, Mr. and Mrs. B. M. Hippard, Mr. and Mrs. 
Earl Littrell, Mr. and Mrs. E. O. Flood, Mr. and Mrs. H. C. 
Gearhard, Mr. and Mrs. N. H. Walton, Mr. and Mrs. Otho 
Mooney, Mr. and Mrs. A. C. Neel, Mr. and Mrs. Chester 
Young, Mr. and Mrs. Floyd S. Lamb, Mr. and Mrs. J. W. 
Beattie, Mr. and Mrs. Yancey C. McDaniel, Mr. and Mrs. 
W. S. Key, Mr. and Mrs. M. S. McEldowney, Mr. and Mrs. 
H. S. Henley, Mr. and Mrs. B. U. Rector, Mr. and Mrs. 
J. I. Denison, Mr. and Mrs. Charles L. Unger, and Mr. and 
Mrs. F. O. Quarels. 

A. S. Johnson was chairman of the transportation com- 
mittee. 

In addition to the planned entertainment for the delegates 
and their guests, the use of six excellent golf courses was 
made available to the visitors and several delightful swim- 
ming pools were patronized by the hardware men and their 


Wives. 
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Weave Got to Tell’Em and Show 
"Em To Sell Em” 


A Letter from F. Alexander Chandler 


Boston, Mass.—In furtherance of the idea of the old 
slogan, ‘You've got to tell ’em and show ’em to sell ’em,” 
‘how are these two recent actual experiences ? 


Each Saturday morning from 10:30 to 12 we go toa 
private suite at the Boston Chamber of Commerce Build- 
ing for a sales conference of all of our outside sales- 
men with our inside contact executives. 


Some of these conferences are for our own group 
only to go over our own immediate problems and. con- 
ditions, while at other conferences we invite representa- 
tives from factories whom we represent. 


While bringing some of his new merchandise items to 
one of these conferences, C. Irving Dwinell, district 
manager for the United States Electrical Tool Co., was 
asked in the elevator by the building manager about a 
tool post grinder he was carrying. A call at the building 
maintenance office after the sales conference effected the 
sale of a tool post grinder. 

Who would have expected a tool post grinder sale to 
start in an office building elevator ? 

Here’s another ! 

Black & Decker Manufacturing Co. have their New 
England district office at the corner of Brookline Ave- 
nue near the main entrance to Fenway Park, home of 
the Boston Red Sox. Their window display attracted 
the attention of the chief electrician of a big musical 
show as he was coming recently from a “double header.” 
He called and looked over some of the tools. Then, in 
line with the Black & Decker jobber reference policy, the 
matter was referred to us. 

One of our men in following this casual “lead” not 
only sold this traveling electrician at the theater with the 
road show, but also some Black & Decker items to the 
permanent electrician, resident at the theater, and in 
addition our man visited another theater, at the introduc- 
tion of this resident theater electrician, and sold his 
brother. 

These are interesting proofs of the continuing value 
and truth of our old slogan, “You've got to tell ’em and 
show ’em to sell ’em.” 

(Signed) F, ALEXANDER CHANDLER, 
Chandler & Farquhar Co. 


Read by Entire Sales Force 


We are pleased to state that the Harpware AGE was 
very highly praised and subscribed to for our whole 
sales force, and is read by all. We would be lost with- 
out it. 

Yours very truly, 
(Signed) J. A. Srstey, 
Vice-pres. & Sales Megr., 
Ogilvie Hardware Co., Inc., 
Shreveport, La. 





HOUZEX PUSH PINS 


Beautiful Glass Heads 


in 4 delicate 
shades— 
sharp steel points 


Brand new—made by 
Houze—Glass headed push 
pins in these four attrac- 
tive colors, La _ Rink, 
Rose, Co-Blue, Chro- 
Green and Glo-Amber. 
All strikingly decorated 
with inlaid gold design. 
They sell on sight when 
offered in our eye-com- 
pelling 








Large—3 to Card 


Heads are % inch across top. 
Pin—overall— % inches long. 


Counter Display 


Assortment A—48  10- 
cent cards—sixteen cards 
of each size. Three sizes 
of each of four different 
colors. Size of display 
carton is 12''x814"x134"", 
Retail value $4.80; Price 
to you $3.00. 





Medium—4 to Card 


Heads are 5% inch across top. 
Pins—overall— % inches long. 


Write for samples. 


L. J. Houze 
Convex Glass Co. 
POINT MARION, PA. 

Glass Specialties of Merit 
New York: 110 W. 40th St. 
Chicago: 536 S. Clark St. 





Small—6 to Card 


Heads are %% inch across top. 
Pins—overall— 3{ inches long. 














Increased Sales ?—Put in the 
Famous 














Shall we send 

you a copy of ‘ 

“The Story of \ 

the Wolvés of \ 
Lenox”? 


The quality of Lenox tools is not 
new to your customers—they know 
that Lenox Screw. Drivers will 
neither chip nor bend—that the 
handles are shaped to fit the grip. 
They know, too, that ox tools 
are unconditionally guaranteed. 


Write today for our dealer offer— 
it’s planned to increase your profits. 


**The Tools in the Plaid Box’’ 
AMERICAN SAW & MFG. COMPANY 


SPRINGFIELD, MASS. 
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Point out the “A” on the head 
—it will increase your Bolt sales 


The dealer who carries Bethlehem 
Bolts and Nuts is very likely to con- 
vey to his customers a favorable 
impression of his entire store; for 
the customer knows that the dealer 
who carries a high-grade product in 
one line is almost certain to carry 
dependable merchandise in other 
lines as well. 


But it is important that the dealer 
point out to his customers the “‘A”’ 
on the head of Bethlehem Bolts, 


and what it means. 


The ‘‘A’’ means, first of all, 
that Bethlehem wishes to be- 
come known as the manufac- 







turer of these bolts. It 3 


indicates this Company’s 
confidence in Bethlehem 








Bethlehem Bolts 


are identified 


by an “A” on 


the head of 
each bolt. 


Fe tae 


Bolts, and entire willingness to stand 
back of them. 


Bethlehem Bolts are made entirely 
within the Bethlehem organization, 
starting with the mining of the ore. 
They are made of good steel and have 
clean, accurate threads. They are man- 
ufactured to the same high standard of 
quality as other Bethlehem products. 


The customer quickly discovers the 

superiority of Bethlehem Bolts and 

Nuts. By pointing out the “A” on the 
head and thus making them easy 
to identify, the dealer is laying the 
foundation for many a profitable 
future order. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 
District Offices: New York, Boston, Philadelphia, 
Balti . Washing! Atlanta, Pittsburgh, Buffalo, 
Cleveland, Detroit, Cincinnati, Chicago, St. Louis, Seattle, 
San Francisco, Los Angeles, Portland, Honolulu. 








BETHLEHEM 


- BOLTS~-NUTS- 
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No. 03510 
JIMMY-RESISTING 
RIM NIGHT LATCH 





With Pin-Tumbler Mechanism 








Approved by 
Underwriters’ Laboratories 








Cast Bronze 


This lock provides genuine protection against 
forcible entry. 


The construction of the case and strike prevents 
successful attack on the bolt with a saw or file. 


The Cylinder is screwed into a bronze sleeve and 
anchored in position by two hard steel locking 
pins, which, with the reinforced cylinder ring, 
will resist attempts to forcibly turn or twist it. 





This is a lock that should be in every up-to-date dealer’s 
stock, 


Write us or your jobber 











The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Front Door Sets ° Padlocks 
Wood Screws Stove Bolts 


Eagle Lock Co, 


General Sales Offices 
26 Warren St. New York 


RBG. IN U. 8. PAT. OFF. RBG. IN U. 8. PAT. OFF. 


Branches—521 Commerce St, Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIL. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 
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F storage 
~ facilities 
for 


permanence and economy 
GF is giving to business men 
acomplete shelving service. 
This includes a preliminary 
survey of your storage 
problem—available space 
and materials to be stored 
—together with a complete 
working drawing that 
shows location of shelving, 
size of bins and spacing 
of shelves. 


If you have a storage prob- 
lem, give careful consider- 
ation to GF Allsteel Shelv- 
ing. Costs no more and 
lasts a life time. 


THE GENERAL FIREPROOFING Co. 
Youngstown, Ohio Canadian Plant, Toronto 


BRANCHES AND DEALERS 
IN ALL PRINCIPAL CITIES 


The GF Allsteel Line: Filing Cabinets + Shelving + Sec- 
tional Cases - Transfer Cases + Storage Cabinets + Safes 
Desks + Tables «+ 


Document Files + Supplies 





"Serves and Survives” 





geceeecesce Attach this coupon to your firm letterhead a ce 
THE GENERAL FIREPROOFING COMPANY | 


Youngstown, Ohio 
Please send me a copy of the GF Shelving C atalog. 


Name 
Firm 
Address 
City 
State 





























THE. COMPLETE LINE OF OFFICE EQUIPMENT 
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Wood to Wood ity 
Metal to Metal 


4 Geos high speed of trans- 
portation today requires 
greater holding power of 
the screws that hold the units 
of construction together— 
American Screws give this 
greater holding power. 








alee 


1} 


American Screws are well 


py known for their construc- 
pt tion of scientifically treated 
ie low carbon steel, their 
——_ ° 
TT strong slots, their true run- 
TT ning threads, their sharp 
8 | gimlet points. 
| Assemble the parts of any 


job with American Screws 
and they will stay assembled! 


. The known qualities of 
A American Screws give 
i them a big demand. 


STOVE MACHINE 
SCREWS 


wOoD 
SCREWS BOLTS 


AMERICAN SCREW CO 


PROVIDENCE, 2.1 R.1.,U,S. A. 
Put lt Together With Screws | 


BOLTS 
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‘DIXONS 


GRAPHITE 
PRODUCTS 


In its place, and using the right compound in 
the right place, Graphite has no equal. 





It has been the accepted privilege of the Joseph 
Dixon Organization to spread the gospel of the 
proper use of Graphite and Graphite Com- 
pounds, to the end that maintenance cost may 
be held at a minimum thru the better operation 
and longer service that each Graphite protected 
part must render. 


Dealers will find in Dixon's Line products of 
unusual merit. The carefully graded Flake 
Graphites—each with its special uses; the ex- 
actly compounded Graphite Greases, each with 
its place in every scheme of better lubrication; 
the Boiler Graphites for cleaning steam boilers; 
the Graphite Pipe Joint Compound; the Silica- 
Graphite Paint with years of 
service on so many thousands 





Also of jobs; and Dixon’s Belt 
Belt Dressing, a non-graphite 
DIXON’S product which prevents belt 
Solid slippage and increases power 
Dressing thru its use on_ leather, 


rubber, and fabric bolts. 





Dixon's engineers and research men have a 
background of 100 years of continuous service 
to draw from. They are at your service to give 
you the benefit of our wide and varied ex- 


perience. 


on g-rucible Company 


Jersey City | 
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Sell Your Patrons 
Pencils They Will 
x Not Question — 


Pe 70 AAW is 
. FABER 
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‘” ForEvery Purpose 
EveryDegree Of Hardness 
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4 Equally Conspicuous In the 
Field with AW. Faber Pencils 


), AWFABER 
4 ERASERS 


—— Pencil, Inkor 


of Typewriting Erasures 
| 7 —— School or 
Commercial Uses 


NN Special Numbers Adapted 
ii To Every Type Of Work 


i] 4 EVERY DEALER SHOULD 
as =s SELL THESE ERASERS 





MORRILL PRODUCTS 
Sell and core Sold 





MorRILL 
Sawset 


Morrill Sawsets 


So easy to understand and use that they 
sell as readily to the farmer, trade 
school and handy home man as to the 
professional carpenter. 


The “Special” has a fully indexed anvil 
giving both the correct depth and angle 
of set to any hand saw. Also, there are 
the No. 3 for cross cut and circular 
saws, No. 4 for “Champion” or “M” 
toothed saws, and the No. 5 for timber 
and board saws. 


Morrill Nail Pullers 


Safest and fastest puller made. Pulls 
nails with or without heads as rapidly 
as user can work the puller, and with 
greatest ease. The Hand Guard, a spe- 
cial feature, positively prevents pinching 
or bruising the hand. Big seller to 
stores, warehouses, factories, etc. 





MorRRILL 
Nail Puller 


Morrill Bench Stops 


Standard for over 50 years. 
Needed in every wood-working 
shop. Hold wood securely in 
position while being worked. 
Adjustable. Built to last—prac- 
tically indestructible. 





MorrILL 
Bench 
Stop 





MorRILL , Morrill Soapurns 


Soapurn 


The favorite Liquid 
Soap Dispensers in 
thousands of public 
buildings, office build- 
ings, hotels, clubs, 
restaurants and all 
places where soap is 
used and economy 
practiced. 

Our full line is de- 
scribed in Hardware 
Age Catalog. Send for 
New Bulletin. 


u. GHAS:: MORRILL, INC. 


102 Lafayette St. New York 








YN AW FABER ..: 


Bw NEWARK, NEW JERSEY. 
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TO SERVE 


WITH SAFETY 


The man who mounts a ladder entrusts 
his safety to the conscience of the com- 
pany which produced that ladder and to 
the discrimination of the retailer from 
whom it was purchased. 

Recognizing this responsibility for the 
life and limb of those whouse their prod- 
ucts, leading ladder manufacturers have 
evolved a seal of.safety which may only 
be placed on ladders built to well-estab- 
lished safety specifications. 

This seal is shown above. Make sure 
that it is displayed on every ladder you 
use. Replace your old ladders with new 
ones bearing this emblem. It is your best 
assurance of sound materials and safe 
construction. 


THE LADDER MFRS. ASS’N. of AMERICA 





















M OST hardware merchants consider 
a stock of lanterns incomplete 
and inadequate without Dietz “Monarch” 






/Hot Blast Lanterns. 










Monarchs are the best sellers among hot 
blast lanterns—dependable in all kinds 
of weather—well-made—good looking. 
They are the choice of many quantity 
users as well as customers who want a 
single lantern of serviceable ‘quality and 








moderate price. 







It pays to stock “Dietz Monarchs.” 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World—founded 1840. 
Output Distributed Through. the Jobbing Trade Only 


ia ys 
LANTERNS 
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A Pair that’s Hard to Beat! 


There’s no gamble in these tools—they’re sure profit- 


id makers. Point out to your customers the utility of these 
items—better still—display them in a Union Display 

Rack. You'll “cultivate”? more business. 
= The blades are forged from high carbon bar steel, and 
well tempered. They are superior to hoes of similar 
hits to Calry shape which are stamped out of thin sheet metal. 
These sturdy tools are made for hard use and long 

service. 


There’s a fast turnover when 
you handle Sweet’s Steel 
Fence Posts because they ap- 
peal to the buyer from every 


ONE PRONG FORGED WEEDING HOE 


Complete Tool No. SPWF Right Repair Handle No. 306 








revevetecettaleae @eCatar tice taerrtale: 
utility for every wire fence 
and steel sign requirement, 
—their remarkable strength 
Pvevemeltie Vest iaweeneetat are) (rte 
ing appearance,—all offer a | 
commanding sales appeal 
that you cannot overlook. 


This hoe is admirably suited for weeding, hilling and 
shallow trenching. The plowshare form of the blade 


9 
is excellent for making seed furrows and weeding, par- 
ticularly in hard or stony soil. 


— TWO PRONG FORGED WEEDING HOE 


Complete Tool No. 2PWF Right Repair Handle No. 306 


Why not avail yourselves of 
the opportunity to obtain 


the best steel post sections 





on the market at surprisingly 
low prices? Samples sent on 


request. 
SWEET’S STEEL 
COMPANY 


WILLIAMSPORT, PENNA. 














For use in stony ground and for breaking up the hard 
crust of the soil after a dry spell, this tool has no equal. 


Made only by 


THE UNION FORK & HOE CO. 
Columbus, Ohio 


Manufacturers of a Complete Line of 


Forks, Rakes, Hoes & Special Purpose Tools 


















pram seeeeee 
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We manufacture strictly 
Spruce Ladders. 


Spruce properly AIR 
DRIED is superior to any 
other material for ladder 
construction. 





Extension Painter’s Trestle 





&_JSPRUC 






Our New Victor Step Lad- 
i der for home use is in a 
bs class by itself. 

> 


Our line includes Ladders 
for every purpose. We 
pay the freight. 





W. W. Babcock Co. 
Bath, N. Y. 











Extension Trestle 


$242242442424422242242222444545242444224322 




















And Now 
FIBRE 
FUNNELS 


We told you about securing the dis- 


tribution of an Outstanding make of Metal 
Imported Indurated Fibre Ware (of a 
French manufacture). To this line (of 

20 items) have been added New Fibre Rust 


Funnels which 
Cannot Be Bent or Broken 


These splendid Funnels are 
made from Genuine Wood 
Pulp (not waste paper). This 
fibre ware is thoroughly in- 
durated and then sealed with a 
special treatment which com- 
pletely fills all the pores and 
makes it absolutely liquid tight 
and non-conductive. 


(We predict a sale for these 

Is second only to 
“ALMO” Pails, Spittoons and 
other items. Liberal discount. 
Send for Folder and Prices. 





Each tiny pore is 
sealed by infusion 
with a special solu- 
tion making this 
ware absolutely 

liquid tight. 





New Catalog just off the press shows 
full tine of ever 20 items. A postal 
ecard will bring you a copy 














Almo Trading & Importing Co., Inc. 
61 East 1 ith Street New York 











Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For exampie, on pages 7 to 79 it indicates by the key 
number 14 which hardware wholesalers handle cutlery. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores gg ea and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indisp ble in ic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
sal an could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 


It really is 16 directories in one. 
Published annually, $15.00 postpaid 
Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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CORBIN 


Wood screws 

Drive Serews 

Coach Screws 

Machime Screws 

Set Screws 

Cap Serews 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finish«d Nuts 

Castellated Nuts 

S.A.E. Nuts - 


Jack Chain 
_ UNIFORM QUALITY and ADEQUATE STOCK 














Peo cee se 


\NAAUNUAUN 





Plumaber’s Chain 
Register Chain 







Safety Chain 
Pinenee Chete The CORBIN SCREW CORPORATION 
reg Ae The American Hardware Corp., Successor 
a ain 
bn NEW BRITAIN, CONN. 
Speodometers Warehouses—New York, Chicago, Philadelphia 


Western Factory—Dayton, Ohio 


au eee 























For Every Bores any arc of a circle 


3 
Carpenter’s Tool Box 
No other bit like it. Sells to carpenters and 
woodworkers as soon as shown. A wonder- 
ful tool. 


Combines many tools in one. Does the work 
of a chisel, gouge, scroll-saw or lathe. 


The Forstner Auger Bit is guided by its 
circular rim instead of its center, conse- 
quently it will bore any arc of a circle, and 
can be guided in any direction regardless 
of grain or knots, leaving a true, polished 
surface. 





Used for such work as core boxes, fine and 
delicate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Sold singly or in convenient sets. Good 
profit. 





FORSTNER 


Labor Saving 
AUGER BIT 


‘4 ; rm 


Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 
TORRINGTON, CONN. 
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Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

ou would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
= on your way while the other fellow 


There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 











STAR HEEL PLATES 


“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why’ 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 


No. 6 
No. 5 


No. 4 
wStAR. 


ASN No. 3 


EBERLE 


No. 2 


No. 1 


No. 0 





These illustrations are % sise. 


STAR HEEL PLATE CO. 


LOUIS SACKS, Inc. 
Newark, N. J. U. S. A. 








For the Holidays 


You will get extra sales and 
profits by displaying the daintily 


colore 


Decorative 
Moore 


3 for 10c. Push-Pins 


Oe To Hang Up Things 


aN 

ith 6 Colors—Rose, Amber, Blue, 
Green, Crystal and Black, with 
gilt decorations. 












4 toy, tte. 3 popular sizes 
Our Style W Assortment, con- 
taining 48 10c blocks, attracts the 
attention of all customers. At- 
6 Gel dec. tractive discounts. 


Your Jobber Will Supply 
You Promptly 





MOORE PUSH-PIN COMPANY 
Wayne Junction 
PHILADELPHIA 














A Better Grade of 
Wire Netting Than 
Straight Flat 
Hexagonal Mesh 
Has Never Been 
Devised 


Many substitutes 
have been ad- 
vanced; and while 
we make them, we 
unhesitatingly rec- 
ommend our Su- 
perior Hexagonal 
above all others. 


G.F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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Just What 
You Want 


Takes the place 
of two other 
chisels. 


There’s Big Business In 


BOTTLE CAPS 


That’s what our dealers are finding out by displaying the 
two feature brands of caps in packages. You can add 
another quick-selling, profitable staple to your line. 


No. B2 
Chisel 





A Blade 44” 
long — half way 


‘**FHOME USE”? BRAND 


The standard quality cap. 
Made to meet the popular 
demand, clean, sanitary, 
packed in convenient, 
attractive cartons--every 
cap uniform. It’s the great- 
est value on the market to- 
day and users have made it 
the fastest selling brand in 
the country. 


“PYRAMID”? BRAND 


The highest quality cap that 
includes the latest patented 
improvements and refine- 
ments. The only cap on the 
market with the famous 
“cushion-seal.” A new 
paraffin coating to keep the 
cork live and soft. The safest 
seal made. Laboratory test- 
ed. Sold in sealed, sanitary 
packages only. Costs more-- 
and worth it. 


between the firmer 
and butt. 
will 


reduce 


This 


your stock, suit your 
customers — a real 
seller. 


Thin blade, lighter socket. 


Write for Prices and Catalogue 


L. & I. J. White Division 


of the 


Simonds-Worden-White Co., Dayton, Ohio 


Write today for samples and prices on these two 
sure-selling Crown Cork Products. 


CROWN CORK & SEAL CO., Baltimore, Md. 
World’s Largest Bottle Cap Makers 

















| PLYMOUTH 


PRODUCTS 


for the Shoe Repairer 


The complete and old reliable line that has 
served the trade for years. 


LASTS AND STANDS 
COMBINATION LASTS 
RIVETING MACHINES 


LAP LASTS—REPAIR JACKS—NAIL 
CUPS—FOOT RESTS—HEEL STIFFEN- 
ERS—HEEL PLATES 


66 HIO” Shoe Lasts, shown at right, are 
absolutely guaranteed against breakage. 

Lock bearing, strong and 

rigid. Latest shapes for 

both men and women’s 

shoes. Extra heel piece in- 

cluded for all sizes of heels. 

Stands finished in Red 

Enamel and Gold — Lasts 

finished in Black Enamel. 

They sell on sight. Write 

for prices. 


The Fate-Root-Heath Co. 
901 Riggs St. 


PLYMOUTH, OHIO 
N. Y. Office—90-92 W. B’way 
D. N. Winner, Mgr. 


Light 
Electric 
Freight 
Elevators 


Whether it be a light or heavy 
duty type Elevator, Kimball 
builds to suit your requirements. 
A corps of able engineers work 
out your specifications and fit 
the elevator to your require- 
ments. 





Kimball elevators are economical 
in initial cost and in cost of op- 
eration. Write for literature on 
the type of elevator machinery 
you are interested in. 


KIMBALL BROS. 
COMPANY 


Builders of Elevators for 46 Years 
1117-41 South Ninth Street 
Council Bluffs, Iowa 
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The 
Acknowledged 
best and most 

practical 
Traveling-Hanger 
for Women 


and Men 





The extra-special 25 Cent Article with a large 
profit. 

: Carton containing one dozen (5x10x2 inches) 
i; 

Sample cases of 50 dozen Cartons (22x15x22 
inches), Gross weight 58 kilos, Net weight 48 
kilos, including packing f.o.b. Hamburg. 


Measurements of Hanger: Open 16.5 inches, 
Closed 9 inches. 


SINRAM & WEND - Hameln, Germany 


Founded 1899 








Seymoue SmitX 


BULL RINGS Sie. 

BULL SNAPS Zh 

CATTLE LEADERS, 
ETC. 


A complete line of these to 
cover all requirements. 
Highest grade. 

Let us send you more infor- 
mation and our attractive 
prices. 





Manufactured by 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 
Sales Representatives: John H. Grahan & Co., 113 Chambers St., New York 























Sell Six Wrenches Instead of One 


With this handy set of six Genuine Oswego Stillson 
Wrenches packed in a light strong box, it is almost as easy 
to sell the complete set, as to sell a single wrench. 


Send for descriptive leaflet. 


THE OSWEGO TOOL COMPANY 


Oswego New York 








ae 


WHAT PORTION 


OF THE DAILY PAPER 
GETS THE WIDEST 
READING 





X 


Undeniably the sports section—organized recre- 
ation—everybody is interested. And each year we 
become more active participants. 


The boys that used to “skitter” stones on the ice 
pord are today demanding skooters, roller skates, 
and ball bats. Small sister must have her skooter 
and skates too. Father plays golf and tones up 
with a punching bag each morning. Mother plays 
tennis or golf. There’s a baseball league in the 
grammar school—and foot ball on every open 
space. Sporting goods of all types are in constant 
demand. Are you cashing in on this profitable 
business? 


HARDWARE AGE is behind you with suggestions 
for displaying and selling sporting goods. Watch 
for these articles. 


Hardware Age 


239 W. 39th Street, New York City 


2 
























HARDWARE AGE for JULY 4, 1929 


QUICK SALES— QUALITY GOODS 
[UFKIN TAPES and RULES 


Steel Tapes for every purpose and purse. 
Woven Tapes in all the popular patterns. 
Folding Wood, Steel, and Aluminum Rules. 


Your Jobber Stocks Them to Insure Quick Delivery 


THE [UFKIN foULE C0. 


SAGINAW, MICH. 


























Windsor, Can. New York City 














10 to 30% per pound in 
favor of ATLAS TACKS N 


What count do you get when you buy tacks 
or small nails by weight? 





There is often a difference of 10 to 30% in 
favor of Atlas tacks or small nails. Test 
them yourself. And remember—good, 
sharp, clean cut, correctly sized tacks are 
expensive to make. 








PORTER’S 


Nut Splitters Bolt Clippers 
Chain Cutters Shear Cutters porible,_ durable 


On battered bolts and nuts there is rugged. The 
no need for one man holding the bolt larger mo my _ 74 
head while another tries loosening one soft rods up 


the nut! It is wasting time, labor and of eg “y pelts ml 


Or when you buy by 
count see that you get 
the weight. There is 
often a corresponding 
difference. 


place the rugged cutting jaws on the 
nut and squeeze the handles. Off 
comes the nut in a jiffy and the bolt 
isn’t harmed. 

On body, chassis or fender bolts 
and tie rods, too stubborn to remove, 
use a Porter Bolt Clipper. A few 
seconds do the trick. 

Don’t saw or chisel chain, use a 
Porter Chain Cutter. Easy! Quick! 


Write for illustrated folder, or see 
Porter ‘Tools at your jobbers . 


H. K. PORTER, INC., o Ashland 














23 years. 





NORTH EAST, PENN. 











The Soldering 
Paste that has 
satisfied cus- 
tomers for over 


Sample free. 
BURNLEY BATTERY & MFG. CO. 











money! cut case hardened ; 
Get out the Porter Nut Splitter, = rere Either way, you can 


bank on Atlas tacks 
and small nails for 
quality, full count and 
full weight. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 








Cash Business 
in small wares 


The real profit in hardware 
retailing today lies in mer- 
chandising small wares. Small 
wares increase your cash busi- 
ness and that’s where the real 
profit is. Display them on 
Heller Merchandising Tables. 
The tables will pay for themselves. Even though you have 
not made much money in the past you can afford to install 
these Heller business-building tables. Write today! Let 
us show you how to make more money! 


Business | 5 R Store 
Building I 4 Equipment 


To get full information on Heller W. C. Heller & Co. 

cae sae pathy YF i “ 700 Bryant St., Montpelier, Ohio 
the margin or pin to your let- New York Office, 20 Vesey St. 
terhead and mail. Suite 500 72-A 
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Robertson “Horseshoe Magnet” Hammer 








THE HAMMER 
1 ___ _——}- HOLDS 
Lz} : THE TACK 














The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 
Name and design trade marks registered U. 8. Pat. Of. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 
ae Sole Manufacturer 





Could a competitor 
“swipe” your business by painting his store 
front like yours? 


Not for long. Nor can trade be weaned away per- 
manently from a meritorious article like 3-in-One 
by imitating its container. Many inferior packaged 
oils haveled ashort life “dressed up” in bottles and 
cans resembling 3-in-One. Many a.merchant has 
pocketed a loss by stocking these cheap, unsalable 
substitutes, containing none of the true “ingredients 
of success.” It pays to stick to nationally advertised 
products. 


& 
3-in-One 
Made Since 1894 
THREE-IN-ONE OIL CO., 130 William Street, New York, N.Y. 




















O 





Osborne High Grade Punches 


Beit Punches Arch Punches 
Spring Punches Revolving Punches 
varied and attractive line for the Hardware Trade. Also: 

Leather Workers’. Trimmers’ and Upholsterers’ and Plumbers’ 

ae cgove, eee “I sienee yous eusimem, ex Well es fpr 
famous Round and Oval 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use 
finest quality of materials. 

We stand back of every tool we make. Try us. 


Write for Catalog. 
©. 8. OSBORNE & pM tp ha N. J. 











SS 51 0 


RETAIL FOR 


With Generous Profits —_- 


No malleable iron. SOLD .DROP 
FORGED blades and handles. Ma- 
chine hollow ground easy: cutting 
edges. No rivets to wear or’ lose. ¥ 
Volute opening spring. ~Royal Blue . 
Enamel handles. Carry the Blue Bird 
Tool guarantee. Order today from 
your jobber or write us direct. 














BERGMAN TOOL MFG. CO., Buffalo, N. Y. 














| 





CLOTH 
AND WIRE 


WIRE ser. 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
erience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
lete information and prices on request. 

Write for Folder 83-B 


BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 














Shackle defies 386” bolt 

cutters. Body cut from solid 

bar bronze. Umequalled for service. 
Low in price. Big in profits. 


» E. P. Hurd, Lock Builder, Detroit, Mich. 


np th 
wedi! 


Red Devil 


VATATETRY 









LANDON P SMITH, INC, 
1165 SPRINGFIELD AVE. IRVINGTON,N.J. 

















ASK FOR SAMPLES 
POULTRY SHEARS 


from the most important 


Special—Factory 


EMIL “GIERLING 
Mark Solingen Germany 
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The Carton Sells the Handle 





“Seeing is Buying” when you display American King 
Handles in the new transparent display envelope. 

No better handles—finest quality, hand shaven selected 
hickory, air-dried, Axe, Hatchet and Hammer Handles 
all sell faster packed this way. 

Write for prices 
AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 








- _ Jo 
Simplex 
Screw Jacks /* 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 
Simplex Lever Jacks, 


Create Sales Appeal 


fi ] 4 ee 
Templeton, Kenly & Co. and Trench Braces 
ESTAS have been famous 


Chicago, IIL, U.S.A. ie Bhan oe 








Rubyfluid is a wonderfully quick acting soldering 
flux that insures a perfect union of the metal 
without causing rust, corrosion or tarnish. 


Rubyfluid is also unequalled as a tinning flux. 
No rubbing is necessary. Send for FREE Samples 
and Prices. 


_ $4 RUBY CHEMICAL CO. fv 
68 McDOWELL STREET COLUMBUS, OHIO 








Our Nation-Wide 


advertising is working 





for you. 





The dealers who can show our products will make 
the sales. Check up now on your stocks of 


IVER JOHNSON 


Revolvers, Single and Double Barrel Shot Guns, 
Bicycles, Velocipedes and Juniorcycles. 


IVER JOHNSON’S ARMS & CYCLE WORKS 


FITCHBURG, MASS. 
NEW YORK CHICAGO 
151 Chambers St. 108 W. Lake St. 


SAN FRANCISCO 
717 Market St. 











MASTER PLIERS 
Unbreakable—Guaranteed 


si powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 






Investigate the sales possibilities 
of Master Pliers. Order from your 
jobber. 






MASTER 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 





PEERLESS HANDCUFF HOLSTER .- 


will supply a_long-felt 
want. by the users of 
Peerless handcuffs. It is 
made of fine quality black 
leather and can be at- 
tached to the belt of the 
officer. It protects the 
handcuffs from dampness 
and is of sufficient size 
to allow an officer to 
withdraw the cuffs quick- 
ly and easily. 


Why not stock these Hol- 
sters and be prepared for 
the demand? 


Write us for descriptive 
folders and price. 


PEERLESS HANDCUFF 
COMPANY 
Springfield, Mass. 

















ER S CUSHION TIRE 






































Insure perfect shelf. service for any 
line of merchandise. Deep tread steps, 
properly spaced, with convenient full 
>= length handholds on both sides of 
. ladder permit mounting or descending 
with ease. Both hands frée to remove 
or replace stock without danger of fall- 
Ing. Cushioned Tired Trolley and Truck Wheels elim- 
inate eh vibration. Erection as simple 











- 


as A,B, space. Make top shelves 
Safely available k purposes. One style— 
neat of design iy Snished any height ceil- fi 
ing. Thousands use. Circular on request. _ /y 
me FE MYERS & BRO.co, » - 





ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
















BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 
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Classified Opportunities 








Use the “Classified 


Classified Advertising Rates 
Oppertunity Exchange Section 





BOXED DISPLAY RATES 
DI onc ccc ccc cesccescsccec QD 
Each additional inmch.............. 4.00 Add your advertisements and replies to 


ities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Sitcom, Hetilloes aael fends Htenenen 


Positions Wanted 
50% off rates queted 








Set + Sold, ‘re A 8 Sinan. . «SRD 


All Capital, Minto seion.-aae 
BB cccsscccccs Ge 


Average 10 words to a line 
Allow One Line for Keyed Address 





tunities, 239 0 Went sot goun ist) Rew 


Discounts for Classified Advertising York Ct 
4 insertions, 10% off; © tncertions, 18% 
eo 


Remittance Must Accompany Order 





Harpwars Acp is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 





” should not 
SE ey ES CE Ele Seats sere ten eodinary veleruasting gustage 





BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





FOR SALE—One of the best Machinery Sales Agencies and Machinery 
Suoeiy, Business in the Southwest. A chance in a lifetime for some one 
tain money making and going business. Reason for selling—owners’ 
health and other interests. For further information write—-MACHINERY, 
P. O. Box 1978, Phoenix, Ariz. 





FOR SALE—Good Hardware and House Furnishing Business Estab- 
lished over forty years. Long lease, located on Main Street, Central 
Maryland City of 12,000. Fine opportunity for young man with hard- 
ware experience. Inventory about $12,000. Ill health of owner reason for 
selling. Address, Box 614, Annapolis, Md. 





WILL PURCHASE for cash, ‘small or large quantities of Electric 
Washers, Ironers or Cleaners. Any make, model, or condition. Give full 


details, lowest cash price, etc 
CLAUSS ELECTRIC SERVICE, Inc., Cincinnati, Ohio 





FOR SALE—Retail Hardware Store. Situated in Western New York, 
Stock panes about $14,000. Building for sale to settle estate. Ad- 
dress Box 1-414, care of Hanpware Ac, New York. 


SALES ORGANIZATION consistently covering the Hardware Trade in 
New England, New York, New Jersey, Pennsylvania, Maryland, and Dela- 
ware. would like to represent a reputable manufacturer of padlocks, butts, 
door closers or Mechanics Tools. Can secure immediate and continuous 
orders. Warehouse facilities in New York City. Address Box I-430, care 
of Harpware Ace, New York. 





SEEK exclusive selling rights New York and vicinity staple line. Will- 
ing to finance own sales and carry stock in New York. Address Box I-426, 
care of HarpwarE AGE, New York. 


SALES REPRESENTATIVES WANTED 


SALESMAN, COVERING NEW YORK AND NEW JERSEY, call- 
ing on stove and hardware dealers to sell on a straight commission, a 
es _ of ~~. stoves, wood and laundry, water fronts, stove 

ings slop ers, clean cut doors, water heaters, quoits 

shee es a er articles that we manufacture. We have 
=." a number of a established accounts. Prefer a man with stove 
experience and must furnish reference. Address Box I-402, care of 
Harpware Acer, New York. 











POSITIONS WANTED 








AS 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 
MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 








Re 








SALESMAN for Mill and Mine Supply or General Hardware. Twelve 
7 rs’ experience Coal Mine, from commissary clerk to Superintendent. 

hree years’ experience General Hardware, and One and one-half years 
—— come mani Can furnish Al References. Prefer East Kentucky, 

st a gs LS at Territory. State full particulars and basis of 
compensation. + 106 East “I’’ St., Elizabethton, Tenn. 





DISPLAY and Advertising Specialist, thoroughly acquainted with hard- 
ware, tools, paints, sporting goods, housewares, etc., wants position. Sev- 
eral years display and advertising manager with one of the largest hard- 
ware retailers. Is now employed and can furnish references. Address 
Box 1-429, care of HarpwarE Ace, New York. 





SALESMAN, young and full of pep, desires line to be sold to jobbers, 
department and chain stores in Chicago. Household commodity preferred. 
Have been connected with prominent sales representative here for the 
past eight years. Address Box I-427, care of HarpwarE AGE, New York. 





BUILDERS HARDWARE MAN—P. & F. Corbin Line preferred al- 
though have had 3 years handling Yale & Towne Line. 10 years experi- 
ence. Address Box I-431. Harpware Ace, New York. 








Manufacturer with established epenaies wants salesmen calling regu- 
larly on retail hardware dealers to handl . oe ee ee 


assortment as side line on Je Dealer 100% 
on small investment. The of A. that sell ey and repeat. 
Liberal commission. Carry one ~*. 4 sample. Address Box 1-383, care of 


Harpware Ace, New York. 





WE MANUFACTURE an outstanding line of fine builders’ hardware 
trim that sells readily to contract hardware houses. We are looking for 
several commission men that have a following and the experience to put 
same across. Write fully, giving your experience and cities covered 
Address Box I-422, care of Harpware Acge, New York. 





SALESMEN WANTED—2 live wire salesmen to sell complete line 
of hardware in northeast and north central Pennsylvania. Must be ac- 
quainted with line and known on territory. Commission basis. Age and 
oo required. Address Box I-428, care of Harpware AcE, New 
fork. 





a ee upon well rated hardware dealers. We manu- 
facture a staple line of tools and our new sales proposition appeals to the 
independent retail dealers. Advise territory covered and lines you_ are 
now — Te Liberal commission. Address Box I-419, care of Hard- 
ware Age, N. Y. 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila pope 17c. Ib. basis. Fast eons side line, five per cent commis- 
sion. UNI TED. FIBRE *COMPAN » 62 South Street, New York City 
(Foot of Wall St., and East Sta 





AMAZING screw-holding screw driver! Factories, garages, workers 
buy on sight! Profit 75c. each. Exclusive territory. Free trial offer. 
Jiffy 1156, Winthrop Bldg., Boston. 





WANTED SALES REPRESENTATIVE—Desirable item for Hardware 
= Salesmen. Write stating territory covered and experience. Address 
ox 1-415, care of Hardware Age, N. Y. C. 





COMMISSION SALESMEN IN EACH STATE fo: manutacture: u: 
nand tools and hardware specialties. Advise territory covered and house 
-epresented. Address Box H-638. care of Harpwarz Ace. New York (itv 








LET US Help You Word Your “Want” 
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This is not the type of man who reads the 


CLASSIFIED 
OPPORTUNITIES SECTION 


The energetic young man above may be a clerk, 
resting up after a hard evening in society. Or, 
he may be a “rising” young dealer who has not 
yet started to rise. At any rate, he is not the 
type of man who reads and uses the Classified 
Opportunities Section. 


If you are looking for a wide-awake clerk, a 
top-notch traveling man, a business man with 
money to invest, or a hardware dealer who is 
in the market for another store—use the 
Classified Opportunities Section, because these 
are the very men who read it weekly. 


(ea (easy (eae, 


Wise Dealers 
Read and Follow 























HARDWARE AGE 


239 West 39th Street New York, N. Y. 
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Fine Heavy Duty 
Screw Drivers for 


Particular Men 


If Henry Ford himself 
wanted a pair for his own 
special use, he could find 
no fault with these two. 
They are drop-forged from 


KILBORN STEEL 


No tougher steel is known. 

And it is impossible to turn 

either handle on its tang. 

Handle of the STEEL ROD 

finished in green—very good 

looking. IMPERIAL’S han- 
* dle is black walnut. 


“Green Line’’ Tools 


include Box Hooks, Punches, Cold 
Chisels, Screw Drivers, Offset Screw 
Drivers, Screw Driver Bits, Drills, 
and numerous others. 








STEEL ROD Write for Complete Catalog 


(MPERIAL 


THE KILBORN & BISHOP CO. 
196 Chapel Street New Haven, Conn. 
Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8S. Pat. Office 


Build Up Your Torch Business 
With the 
“Always Reliable” 


“Always Reliable” torches and furnaces 
are the kind that owners like to tell their 
friends about. Mechanics and other work- 
ers throughout the country have chosen 
“Always Reliable’ torches and furnaces 
because of their steady reliability through 
day after day of hard, rough work. This 
complete satisfaction means bigger, bet- 
ter business for you! 


No. 67 Quart Order through your jobber or mail order 
to us with your jobber’s name. 








OTTO BERNZ CO., INC. 


Newark, New Jersey 





Regardless of the Weather 


Slipknot Fric- 
tion Tape re- 
tains its posi- 
tive adhesive- 
ness in all 
kinds of weath- 
er, rain or 
shine, wet or 
dry, hot or 
cold. It does 
not dry out. 


Properly ap- 

plied it sticks 

to the work and 

holds _everlast- 

ingly. In great 

demand, for 

electrical insu- 

lation, baseball 

bats, tennis 

rackets, golf 

F/ Prvrmourr: Ruworn 0 vine Camton 5 clubs, etc. Put 
== a up in attractive 


Orange and Blue Packages 
in 1, 2, 4 and 8 oz. rolls. Also in attention compelling 


Counter Display Cartons in 1 and 2 oz. roll sizes. Big 
seller. Your Jobber will supply. 


Also manufacturers of Rubber Hee!s and Composition 
Taps 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 














STRATTON! 


For Small Tools, 
Utensils, Electri- 
eal Goods, Etc. 


wooD 
[ees HANDLES 


dried. Plain, or Enameled 
IN COLORS 


Stratton Mfg. Co., Stratton, Maine 











There Is No Fluctuation In The PRICE 





All sizes of Domes of Silence from 3%” to 7%” retail 
at the same price, 10 cents for a set of 4. The extra 


~REFILLS;: 

D 19 Assort- 

=) ment: Packed 
nal 4 BtOSS sets: 


MLA 


heavy 11%” size retails at 15 cents per set. 


This uniformity of price means a great deal to 
jobbers and dealers on a high grade product on which 
the sale and profit are always dependable. 


DOMES of SILENCE, Inc. 


2] Pear] Street, New York City 3 
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Indestructible 
Metal Spools 





ODELL CHAIN of every style and for every 

purpose is now being shipped on in- 
destructible metal spools mounted in carrier 
boxes which readily adapt themselves to an 
excellent merchandising display. 


Hodell Chain has an unusual reputation as to 
quality. Since 1886 we have exerted every effort 
to constantly improve the product as well as its 
merchandising features. For full information on 
the complete Hodell line use the coupon. 


THE SHALI PROVVETS £9 
Cooper Avenue and Penna. R. R., Cleveland, Ohio 
Established 1886 





Hodell Chain sells 
right out of the 
cases it is packed in 





THE CHAIN PRODUCTS COMPANY 
Cooper Avenue and Penna. R. R., Cleveland, O. 

Please send me complete informa- Name 
tion on the Hodell Chain line as 
referred to in your Hardware Age 














advertisement of July 4th. Company 
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Single Barrel 
Shot Guns 


LARGE TRAP TYPE FORE-ARM 














Automatic 








Ejector 























extractor head makes extraction and ejec- 
tion of shell positive 





MADE IN {danted to 


THE a NITRO POWDERS 
UNITED Ress Ky 


STATE \ Proof Tested 
Nee with 











Normal 
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r 





rae 





SES 








t fits the hand.” 


Half istol grip and —i Se 
gives compact grip for / _\ | 
bc ’ > 











Notched head and maticd receiver 
lines up gun quickly and accurately 











Have Many Im- f; 
proved Ideas Barrel and Lug 








New Features 


Forged in one Piece Worthy of 

a The lug and the barrel are one piece forxzed fr 1 solid bar of stee Q 
Construction || 77 oie berratare one piece for sed from a soldi i" 11 Your Attention 
to the barr j / ar? 


el ins id « cing riveted or es ir ito dovelail slots as is usuc 
































in this type of gur rearm snap prevents forearm 


ing loose by exerting pressure against hinge joint. 


12, 16, 20 and .410 Gauge 

















DIAMOWD EDGE 


“- OWAPLEIGH: 


DIAMOND EDGE 


STABLISHED 1843 


Rea > 
TOOLS | INTERNATIONAL DISTRIBUTORS CUTLERY 




















“DIAMOND EDGE 1S _A QUALITY PLEDGE” 

















